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In Carbons of Letter to ‘AA’... 


Watkins Committee 


Armstrong's Banzhaf Asks Network 
Heads, Admen to Halt TV Payoffs 


RCA, Other Set 
Makers Quarrel 
Over Color TV 


Fear of Possible RCA 
Patent Pool of Color TV 
Parts Stirs Up Industry 


CuHIcaGo, Dec. 30—The Federal 


Communications Commission’s| ad , 
|& Ear Department” column (Nov. Preliminary report now in the 


Christmas bonus to the television 
industry on Dec. 17—the approval 
of color television (AA, Dec. 21)— 
has precipitated a rather bitter 
controversy between Radio Corp. 
of America and other set makers. 

The order of events in the last 
two weeks runs something like 
this: 

The day after the FCC’s deci- 


sion, RCA ran full pages in news- | 


(Continued on Page 45) 
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warning came from Max Banz- ‘Dun & Bradstreet, told the winter 


} 
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| Urges Reinstatement 
of Census Program 


WASHINGTON, Dec. 29—The Cen- 
sus Bureau got an enthusiastic vote 
‘of confidence today from Dr. 
Ralph J. Watkins, chairman of a 
special committee appointed by 
Commerce Secretary Sinclair 
Weeks to evaluate the bureau’s 
work. 

In the first public discussion of 
‘the census evaluation study, Dr. 
v oice-in-the-wilderness Watkins, director of research of 


New Yor", Dec. 31—A leading 
tv sponsor has warned that the 
practice of paying gratuities to 
key technicians “can and, if it is 
allowed to continue, will ruin tel- 
evision as so many advertisers 
have pointed out.” 

The 


haf, director of the advertising and conference of the American Mar- 
promotion department of Arm- keting Assn. that the committee 
strong Cork Co., which sponsors has urged the Department of Com- 
“Armstrong Circle Theater” on merce to push for censuses of busi- 
NBC-TV. ‘ness and manufactures at the ear- 


_ THE NATIONAL NEWSPAPER OF MARKETING _— 


Mr. Banzhaf made the assertion liest possible moment. 
in a letter to ADVERTISING AGE com-| Dr. Watkins said the committee | 
mending it for spotlighting the felt that the census program is| 


payroll menace in a recent “Eye Sound in most respects. A 50-page | 


hands of Secretary Weeks suggests | 
that he do his best to restore the’ 
= The Armstrong Cork executive regular schedule of censuses which 
sent carbons of his letter, which Was upset when Congress refused 


30). 


called for the “establishment of to provide funds for the censuses 


fair and uniform practices and that were to be taken early in 1954, 
standards for this industry,” to Covering manufacturing and busi- 
(Continued on Page 44) | (Continued on Page 45) 


Last Minute News Flashes on Page 45 


| 


Joint Tobacco Group 
Tackles Cancer Fear 


Hill & Knowlton Named by New Industry Committee 
for PR Campaign; 330 Newspapers Will Carry First Ad 


New York, Dec. 30—Part of the tobacco industry has made 
up its mind what it’s going to do about the wave of publicity 
which has linked cigaret smoking and lung cancer: 

The Tobacco Industry Research Committee (TIRC) has been 
formed. Its initial members are seven tobacco companies and 
an association of growers and warehousemen. 

The committee has named Hill & Knowlton, one of the largest 
public relations consultants, to undertake a program relating 
to research on cigarets and health. 


Today advertisements expressing the stand of the Tobacco 
Industry Research Committee are being sent to more than 330 
newspapers. The ad, planned as a one-shot, will run in page 
space, through Fuller & Smith & Ross. 

The ad sums up the committee’s | 
attitude toward the problem, and lowing companies and organiza- 
promises the establishment of ations, listed in the ad with their 
joint industry research program principal officers: 

(in addition to individual research) American Tobacco Co., Paul M. 


projects now under way at the Hahn, president; Benson & Hed- 


various companies) with a noted ges, Joseph F. Cullman Jr., presi- 
scientist in charge assisted by an dent; Brown & Williamson To- 
advisory board of scientists “dis- | bacco Corp., Timothy V. Hartnett, 
interested in the cigaret industry.” president; P. Lorillard Co., Her- 
| TIRC now consists of the fol- | 


(Continued on Page 41) 


They Made Advertising News in 1953 


See ‘Highlights of the Year’ on Page 3 


MILTON BIOW....Sewed up Sam- 
ish, or Allies in the Alleys. 


BRIG. GEN. DAVID SARNOFF.... 
Quelled a rebellion, stirred a 
controversy. 


HENRY FORD 11....$2,000,000 well 
spent. 


DUANE JONES....Still the winner 
after a second round. 


EDWARD F. HOWREY....Concilia- 
tion toward business, free is 
freed. 


PAUL M. HAHN....Frank talk on a 
painful subject. 


GEORGE MOSLEY....Advertisers 


; RALPH HARDY....Advertising’s fi- 
were let in on a secret. 


asco of 1953. 


JOHN F. TIMS....Newspapers win 


y ARTHUR SUMMERFIELD... 
a legal victory. 


administration, an 
lem. 


Jin a new 
old prob- 
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ADVERTISING IN 1953: Hottest News Was Made in Court; 
But Realignments, Reappraisals, Reshuffles Were Common 


By John Crichton 


its 50th anniversary, spending 


$150,000 a week package, regret- 


New York, Dec. 31—The year $2,000,000 in the process, and in-|fully decided Berle was a perle 
1953 was one of reappraisal and cluding a memorable institutional) beyond their price...He went to 


readjustment on the marketing 
front. | 


campaign (“The American Road”’) 
and a two-hour anniversary TV 


Buick...Procter & Gamble decid- 
ed not to renew Red Skelton... 


It was a year in which Lucky show which was both delightful General Electric led 641 advertis- 
Strike cheerfully played Chester- and impressive, and set a new ers billing in business papers, ac- 
field’s “Dragnet” theme on the high in television entertainment... cording to Associated Business 


“Hit Parade,” in which 3-D) 
blitzed the display business, in> 


which every gasoline either had wandered on to Erwin, Wasey at | 


an additive or made like it did. | 

It was a year when Las Vegas. 
began to be the standard of the 
entertainment business, when color 
television finally got a real green 
light, when the courts reversed 


Tintair got new financing, 
switched to Ruthrauff & Ryan,) 


| Publications 


figures—GE billed 
$2,445,000.. Shirriff’s Ltd. and 
General Foods started an adver- 


year-end... .Ford found itself ready tising scrap in Columbus, where 


to pass Chevrolet—it didn’t... 
Baseball Commissioner Ford Frick | 
counted the plugs in a two-hour) 


‘baseball broadcast, found 108 com- | 
mercial mentions in 120 minutes. . 


“T 


Shirriff’s was testing, and Shir- 
riffs wound up with a _ goodly 
share of the market... 


@ The mix business was restive— 


some of the most important rulings Aero Willys lifted its hat in an in the same week, General Mills 


of 1952. 


found that Ned Jordan did the | 
= It was a year of reappraisal,same thing 30 years before... to BBDO, and Quaker Oats gave 
‘Philip Morris and Old Gold dem- Aunt Jemima to J. Walter Thomp-_ 
_son Co. from Price, Robinson & 
ity by plunging into king-size) Frank...The Rayon Information| 
Center loomed as a possible ad-| 


in the continuing business vs. gov- 
ernment cockfight. Publishers who | 
a year ago felt that with an| 
Eisenhower appointee riding herd | 
on the Post Office their postal | 
troubles were over had an abrupt) 
awakening. The postal rate sword 
still hung over the heads of the 
magazine business, and it was) 
little comfort that Mr. Summer- | 


field and his colleagues couldn’t| 


ad to Cadillac, but AA reporters | 


onstrated merchandising ingenu- 


cigarets only a few months after 
Chesterfield had shown the way | vertiser. . 


..-Carter Products rewon the) 


right to call its pills liver pills 


again, upsetting an FTC ukase, | 
in a California federal court... 


ws In the food mix business, the | 


moved its mixes out of Dancer- 
Fitzgerald-Sample and gave them 


-Willliam J. Halley re- 
placed ex-agency man Robert M. 


Ganger as president of P. Lorillard | 
(Ganger later became chairman of 


D’Arcy Advertising Co.)...Armour 
launched Suds in midwestern cities 
..-The dentifrice business was 


be dismissed as New Dealers. It) names of Roy Park and Duncan restive over the success of P&G’s 
was a year of readjusting to a|Hines food mixes were beginning | Gleem. . .Gillette turned its eyes 
new, friendlier, milder Federal|to have drastic meaning for es- | heavenward when the beefs rolled 


Trade Commission. Bruised and 
wary business men discovered a_ 


Third of a Series on the FTC... 


FTC Leani 


n President Woodrow 
ton Sept 26. 1914, he 
men 


provide business 


WASHINGTON July ener 
Federal Trade Commission & 
the newcommission Wous p 


welcome mat at the FTC which| 
apparently meant what it said. | 

It was a year of enigma—a_ 
major cognac producer unleashed | 
a substantial campaign announc- | 
ing a secret so awesome it couldn’t 
be printed; an association v.p. 
found a congressman who had 
been supplied with an anti-adver- 
tising document, but was unable 
to name him; the dentistry pro- 
fessor who did the anti-enzyme 
research was one of the leaders 
in backing away from it; it seemed 
altogether likely that the cigaret 
industry would frighten away any 
smokers who weren’t already 
quaking in their boots from the 
stories about cancer and smoking. 

It was a year of litigation, as 
was 1952. Apparently the tendency 
to settle advertising differences in 
the courts is growing. 


ADVERTISERS 


Of major importance to adver- 
tisers during the year were (1) 
signs of a conciliatory attitude in 
the Federal Trade Commission, 
which promised a more reasonable 
attitude; (2) for a large group of 
advertisers, newspapers’ local rate 
cards were finally available for 
more than 600 of the nation’s top 
newspapers; (3) a major adver- 
‘ising classification—liquor—cele- 

-ated two decades of legal op- 
-rotion since the 18th Amendment | 

repealed; and (4) another 
Jor advertising classification— 

.cco—faced a tremendous sell- 
on? publie relations problem, 

e possible linkage between 
Ce a d cigarets drew increas- 


ing J icity. 
@ Here's ‘.» rundown on the top 
advertiser <ories of 1953: 

Joseph |. Connell left NBC to 
become »  °.dent of Colgate- 


ng Toward Cooperative 


was confident tha 
with guidanceg 


|Hancock Mutual, 


Palmolive . Ford celebrated 


tablished mixes...Harlow H. Cur- 


tice became president of General | 


Wilson signed the 


Motors, as C. E. Wilson went to 
Washington and reluctantly dis- 
posed of his GM_ stock.. .Clyde 
Bedell told an Ontario retail meet- 
ing that retail ads had hit a 30- 
year low...General Mills joined 
the pre-sweetened cereals parade, 
gave Sugar Jets to Esty. . Forest L. 
Fraser, Pabst v.p., came right out 
and said he thought if viewers 
liked Pabst fights they oughta be 
drinking Pabst beer... 


After three years in business, |‘ 


the James Co. was selling 44% of 
all retail dishwashers. ..Twenty- 
seven advertisers, topped by John 
won Saturday 
Review awards for public inter- 
est advertising...Parlin Lillard, 
sales promotion chief of General 
Foods Corp., was named president 
and general manager of Perkins 
Products Co., a new GF division 
...Paul M. Hahn, president of 
American Tobacco Co., implied a 
$21,250,000 budget in his 1952 an- 
nual report...Regal Amber Brew- 
ing Co. in San Francisco said Regal 
is a moist beer... 


a General Mills’ miniature license 
plates, used as a premium for 
Wheaties, were a whopping suc- 
cess...Kaiser-Frazer and Willys 
merged...Gillette foreswore the 


Berle Now Has 
a Higher Rating 
But No Sponsor 


Texace Sadly Drops 
Long-Run TV Show os 
Price Hits $150,000 


New Youn, March 13—The Tex 
~ wit © little regret 


as Co 


race track—it scratched the Bel- 
mont and Preakness, sponsored the | 
Kentucky Derby and 10 lesser 


races. ..Texaco looked over Berle’s| 


in over the Tommy Collins-Jim- 
my Carter fight, which was chari- 
tably described as the Second Bos- 
ton Massacre (AA _ editorialized 
that boxing sponsors have a prob- 
lem and a responsibility). ..Gen- 
eral Motors and National Broad- 
casting signed up for the NCAA’s 
football package... 


m= Commander Edward Whitehead 
arrived, sporting a beaver, to be 
the symbol of the Schweppes cam- 
paign. ..Milwaukee had the Braves 
and a beer strike—the results of 
the strike perked up sales for 
brewers all over, but not in New 
York. ..Apex Electric Mfg. offered 
a dog with its automatic washers 
..-Lever okayed a $500,000 cam- 
paign for new coral-pink Life- 
buoy with Puralin...Quaker Oats 
set up a media clearing house 
with its several agencies cooper- 
ating...Clarence Eldridge, mar- 
keting v.p. of General Foods, step- 
ped down, and shortly reappeared 


GF in ‘52 Had 
Peak Ad Volume 
of $54,000,000 


Budget Was Increased 
$11,000,000 to Make 
it Top Advertiser 


New Yorn, July 286—Gene 
nods COrp. iiet52 spent 


at Campbell Soup Co...The coop- 
erative ad plans of the big soap 
companies were found to meet 
Robinson-Patman requirements by 
an FTC examiner... 


we AA figured cigaret ad costs av- 
eraged 3¢ a carton, with Raleigh 
and Pall Mall getting the most for 
their money...Magnavox adver- 
tised ““‘Why you can’t buy a Mag- 
navox at a discount,” but AA re- 
porters discovered the news hadn’t 


filtered through to dealers in New 


York, who were eager to talk on a | 


| 


price basis...A voluntary agree- they felt like it...Crosley buys 
ment sufficed to get Wildroot off} WLTV in Atlanta...ABP speak- 


the hook in an advertising price €TS 
_| tion... 


discrimination case with FTC.. 
Listerine did just fine in the. 
chlorophyll shuffle, gaining in| 
share of market, and Lambert | 


broke first in the anti-enzyme rat- | 
race with Antizyme...GF Presi- 


dent Igleheart reported $54,000,-- won its suit by a 5-4 decision. . 


$69,000,000... 

Timken Roller Bearing became 
the first advertiser to buy space 
in all 30 international Reader’s 
Digest editions...FTC revised its 
rule on free...Commissioner Ste- 
phen J. Spingarn left, as Demo- 


crats did during 1953, uttering sour 
words about the commission, the 
chairman (Ed Howrey) and the. 


President...An advertising liaison 
committee with FTC was formed 
by the Four A’s and the ANA... 
Shell’s TCP campaign produced 
sales, impressed dealers, AA re- 
porters found...Ben R. Donaldson, 
Ford’s ad director, became new 


chairman of ANA...about 10% of | 
Admiral Corp.’s appropriation goes | 
Seymour Mintz 
| said. . .Gillette picked up a $1,500,- 


into premiums, 


000 tab for the am and tv rights 


to the ’53 World Series... 

Ralston Purina, having toured 
with space ships as supermarket 
traffic builders, offered a space 
ship as top prize in a contest... 
Philip Morris merged with Ben- 
son & Hedges...Thomas I. Parkin- 
son, chairman of the board of 
Equitable Life Assurance Society 
of the U.S., retired under fire be- 
cause of “nepotism” in the award- 
ing of the company’s ad account 
to C. V. Parkinson & Associates, 
an outfit headed by the chairman’s 
son...R. Robert Smith, v.p. of 
Continental Distilling Corp., is an 
iconoclast: He told a tavern own- 
ers convention that the troubles 
they’re having are due to tavern 
conditions, not tv. ..Bristol-Myers 
hired a real, live dentist, Dr. Wal- 
ter Barton Elvers, to review ad 
copy... 


MEDIA 

The big news in media during 
the year was rising cost, the re- 
covery of newspapers after a 
disappointing 1952, the emergence 
of color television, and the con- 
tinued growth of the _ store-dis- 
tributed books—but apparently 
only supermarkets were an ideal 
culture. Efforts to use variety 
stores and department stores fiz- 
zled. 

Here’s the rundown of the 
media stories of 1953: 

The Kansas City Star called 
the government’s anti-trust suit a 
reprisal. for the Star’s recalci- 
trance. ..Advertising Requirements 
made its debut...Cosmopolitan 
stopped selling subscriptions... 
John E. Pearson Television, a new 
rep firm, was formed...Tide be- 
came a fortnightly, had trouble 
with the Audit Bureau of Circula- 
tions, was sold by Magazines of 
Industry to Billboard...All the 
radio networks had patchwork 
sales plans...Several years after 
it was a problem, a New York 
federal court said am and tv. 
networks could have giveaway 
shows, and give away money if 


blasted controlled circula- 


a Some 98 newspapers filed 
briefs as amici curiae in the 
Times-Picayune suit in the U. S.| 
Supreme Court. The newspaper | 


advertisers that ads which look 
like editorial matter were unac- 
ceptable...Canadian Assn. of 
Broadcasters foresaw the future of 
private tv in the Dominion as 
very dim indeed...One of the 


Decision Is 5-4... 
‘Times-Picayune 
Wins High Court 
Unit Rate Case 


But Court Indicates 
Unit Rates Might Be 


hottest tv shows starred a middle- 
aged, soft-spoken schoolteacher 
running the “Ding-Dong School,” 
and Scott Paper’s first quarter 
report showed sales up 13%... 

About 600 newspapers which 
are Newspaper Advertising Execu- 
tives Assn. members gave their 
rate cards to ANA...Time Inc. 
grossed $156,786,000 in 1952, net 
was $7,750,475...Point-of-Pur- 
chase Advertising Institute esti- 
mated 1952 p-o-p expenditures at 
$700,000,000. ..William Thomson, 
retired head of the Bureau of Ad- 
vertising, wrote “High Adventure 
in Advertising,” the story of the 
BofA...Pathfinder, the Town 
Journal, bowed as a monthly... 
Budweiser went into newspapers 
for a big drive. ..Esquire knocked 
Texas, and vice versa...News- 
week’s liquor study showed six 
magazines carried 80% of the 
whisky ads in 1952...Time Inc. 
bought KDYL in Salt Lake City 
(it already owned KOB in Albu- 
querque)...Networks were busy 
hustling (and rustling) tv sta- 
tions or am stations with tv 
rights. ..Thomson Dailies, Toronto, 
announced a weekly British re- 
view to be called Canada Over- 
seas...Hearst bought Sports 
Afield. ..Cowles folded Quick, the 
pocket-size newsstand wonder, 
because it had no _ advertising 
future. The title went to Walter 
Annenberg, who launched a suc- 
cessor, and a group of Quick staf- 
fers formed a new company, pro- 
duced Tempo and Bold... 


a NBC got seven of 11 Peabody 
awards...Mel Grover resigned as 
ad director of Fawcett, joined 
Wilson, Haight & Welch...A. J. 
Russell became ad director of The 
New Yorker. ..Collier’s announced 
it would become a bi-weekly, ac- 
companied by a comment that tv 
was the root of magazine troubles, 
a view later disavowed by 
Clarence E. Stouch...Dan Parker, 
New York Mirror sports columnist, 
ripped tv, the International Box- 
ing Club and advertisers for box- 
ing’s plight in an article for 
True... 

W. H. Eaton “agreed” to run 
for ABC director, later seemed 
not to want it, and S. O. Shapiro 
won election...Family Life and 
Today’s Family bowed and bowed 
out, both intended for variety 
store distribution. ..David Sarnoff 
stepped in to soothe a rebellious 


RCA-Type Color 
TV Gets Green 
Light from FCC 


Wasnincton, Dec. 17—Fra 
at color telev'’ 


n 


group of NBC-TV affiliates, let 


000 was spent on General Foods McGraw-Hili bought National it be clear he is running the net- 
advertising in 1952, up from $43,- | Petroleum Publishing Co. and its work, stuck around to see the 
500,000 in 1951, while sales gained Platt subsidiaries...Curtis warned compatible system of tv color 
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color okayed by FCC...Controlled 
Circulation Audit elected to re- 
port paid and non-paid figures, | 
and voted to change its name to 
Business Publications Audit of 
Circulation...The Cincinnati En-| 
quirer followed the lead of the 
Dallas News and Times-Herald 
and offered auto dealers retail | 
contracts. . . 


= NBC and CBS spent $250,000 
on covering Britain’s coronation, 
but ABC (which thriftily relied on 
Canadian Broadcasting Corp. cov- 
erage) made out best. Hardly had 
the pageantry of the coronation 
passed, when a welter of screams 
arose from Britons, outraged be- 
cause of commercials used in the 
U. S., and the intrusion of a chim- 
panzee...Esquire lost—448 Madi- 
son Ave. remained the Look 
Bldg....Topics Publishing Co. 
wound up a series of suits by 
agreeing to pay $940,000 to the 
family of the late Jerry McQuade 
...S. J. Paul, ad director of Broad- 
casting, quit to start Television 
Age in August... 

National Business Publications 
okayed a special promotion cam- 
paign, intended to prevent efforts 
to split its ranks...Pat Weaver, 
who became NBC president during 
the year, said tv moves toward a 
magazine format, with network 
control...Newsweek announced a 
900,000 guarantee for 1954, with a 
7.3% rate hike...Family Circle 
Inc. took over Park East...Tri- 
angle’s Quick emerged in Sep- 
tember...14 radio stations were 


| Cohen & Miller 
Case May Set a 
Precedent: Simon 


New Yorn, Oct 9 Many a¢ 
ertising agencies are taking 
new look at their legal po 
and their ties for tt 


creditors of Cohen & Miller, 
Washington agency, which prom- 
ised to pay...Fulton Lewis Jr., 
Mutual commentator, larruped the 
magazine publishers enthusiasti- 
cally if inaccurately, in the course 
of describing the second class 
postal hearings...The house ta- 
bled the Post Office’s $240,000,000 
rate hike... 


@ David N. Laux revived Judge, 
which looked as if it might slide 
off the bench at year end. ..Ahrens 
Publishing bought Frozen Food 
Age...Jack Reiss switched from 
Quick to Oakes to Collier’s during 
the year...Crosley sold WINS for 
$450,000 to a West Coast syndicate 
... Christian Herald celebrated its 
diamond jubilee. ..Standard prac- 
tices for business papers were 
urged by the Four A’s and NIAA, 
which split on auditing—NIAA 
wanted a single audit of paid and 
controlled circulation...At the 
half-way mark, PIB-measured 
media were up 10%... 

Donald McGraw was elected 
president of McGraw-Hill, at the 
death of his brother Curtis, whom 
he succeeded. . .WOR-TV hit by a 
strike which blacked out Dodger 
telecasts, and station executives 
were beaten up as they attempted 
to cross picket lines to enter. . .Roy 
H. Thomson, Canadian publisher, 
bought 75% of Scotsman Publica- 
tions Ltd. . . .Station representa- 
tives were upset over 10-second 
spots sent out by Donahue & Coe 
for Southland Coffee...B. C. 
Forbes honored by New York 
Sales Executives Club for 50 years 
of publishing. . .Walter D. Fuller, 
chairman of Curtis and Magazine 
Publishers Assn., called the threat- 
ened postal rate hikes the worst 
danger in publishing history... 


a Whitney Publications, whose 
Interiors has won many a publish- 


Advertising Age, January 4, 1954 


held an in-the-black party, 35 
months after  launching...The 
Journal of the American Medical 
Assn. announced it would drop cig- 
arets and liquor advertising after 


TV Tape Recorder 
Perfecting It 


shown 


RCA Demonstrales 
and Tells Plans for 


rt 


was 


wan 

H acl tape 
ve The b&w 44 cong 

ynverled on 5 of 30° per Secor 


recording color or b&w tv shows 
...Comics publishers were upset 
over the article by Dr. Frederic 
Wertham in Ladies’ Home Journal, 
and Dell bolted the Magazine Pub- 
lishers Assn... 

Reynolds-Fitzgerald sued the 
Oregon Journal for $208,000. ..The 
Post Office got a 17% catalog rate 
boost, and a 10% hike for con- 
trolled circulation papers.. .Jar- 
lath J. Graham succeeded Robert 
W. Murray Jr. as managing editor 
of AA...William B. Ryan checked 
out of Broadcast Advertising Bu- 


11 days, caused an estimated $11,- 
tising. .. 


AGENCIES 


The biggest stories in the agency 
business took place in court, as 
Duane Jones won another round 
in his suit against his former em- 
ployes, and Milton H. Biow helped 
to convict Arthur H. Samish, po- 
litical boss of California, by testi- 
fying he had paid Samish $100,000 
to get and hold the Schenley ac- 
count. 

Elsewhere in the agency busi- 
ness: 

Hays MacFarland of MacFar- 
land, Aveyard & Co. told a Chi- 
cago meeting that top agency copy- 
writers get $10,000 and up...J. K. 


reau as president after nearly three 
years. ..A strike of photoengravers | 
idled New York newspapers for. 


000,000 loss in Christmas adver-| 


Lasser warned that embezzlements tising Assn. booklet reported a} 
by agency personnel were rising... good account man can earn £1,- Dibert Jr. of JWT, is elected to 
Controversy raged over Zenith 500, or about $4,500... Charles E.| Audit Bureau board . . . Burnett 
President E. F. MacDonald’s no-| Van Voorhis quits as account ex- | 
tion that agencies ought to use’ ecutive for Fuller & Smith & Ross | 
the first of the year...NBC an- hallmarks to identify their adver- to be ad director of Packard... 


tising...F. Kenneth Beirn became Hewitt, Ogilvy gets Puerto Rican | 


‘president of Biow, as Milton Biow Rum Promotion, and shortly after- 


|became chairman... 


a N. W. Ayer lost Surf to BBDO 
...Maitland Jones left Lennen & 
Newell, to be followed shortly by 
|Walter O’Meara...LeGrand L. 
Redfield left Dowd, Redfield & 


nounced a color magnetic tape for | Johnstone to join Picard, which. 


became Picard, Marvin & Red- 


_ Anderson F. Hewitt left Hewitt, 
| Ogilvy, Benson & Mather, an agen- 
_cy which he and David Ogilvy had 


ward gets Frank Johnson, who 
was PRR director .. . 

| David Karr, once a target for 
| McCarthy, checked out of W. H. 
| Weintraub & Co... . In France, 
US. agencies learned, droite de 
_suite or indemnite de depossession 
meant an agency losing an account 
‘is entitled to compensation for its 
| loss (a year’s commission or more) 
... Earle Ludgin succeeds Henry 
M. Stevens as chairman of the 
| Four A’s on Stevens’ death . 


— 


Group Billed 


tion in whole 
By John Crichton 


New York, Feb 19—The year 1952 was good 


to most advertising egencl 
agency by * 


ha: 


be 


| built to an $11,000,000 rate. In his 


wake, Chase Bank followed to 
| Kenyon & Eckhardt, and Sun Oil 
went to Ruthrauff & Ryan. . 
Jones had his $300,167 award con- 
firmed in the appellate division by 
a 3-2 vote, but Frank G. Burke Jr. 
/and Robert Hayes were removed 
‘by the court from the body of de- 
fendants . . . Ruthrauff & Ryan 
/got the National Guard account 
|... Vergil D. Reed, Thompson v.p., 
figured New York agencies do 70% 
‘of national advertising .. . 1,404 
-agencies had Associated Business 
| Publications recognition . . . 


| a Report shows 88 Canadian agen- 


cies billed $121,666,923 in 1952, up 
| 12% from 1951... British Adver- 


i ‘Over-$10,000,000" 
'§1,720,400,000 in 1952 


i Billings 
AA's Ninth Exclusi Tabulation of Agency vot 
204 Agencies: poe Top $100,000,000 Again; 22 with — 000 
' wr juce 
" Publications Ive ae po 
wrt Hiss! bited 


" by Advertising 
Copyriaht, 1093. Oy ee without written per 


es, and the bigger the ', 


.|Harvey & Thomas . 


Contains Figures 


won ts exP' 


e | ager 
re two additiona 
ach in billing There @! aap 
cies with more than $85,000,000 ~ ee 


agencies had more than x 


Samuel Chew, William S. Harvey 
and Edmond G. Thomas leave 
Gray & Rogers to set up Chew, 
. . Jones and 
opponents squared off in the court 
of appeals, New York’s highest, for 
the final round of the Jones Case 
—no decision yet... 


ea Franklin & Gladney closed, with 
Dolph Franklin moving, cum ac- 
counts, to Monroe Greenthal Co. 
... Printing Industry of America 
heard that the wise printer will 
circumvent the advertising agency, 
because of unstable agency-client 
relationships . . . Robert Hussey 
of Foote, Cone & Belding urged 
print media to build a story to 
rebut that of television... 


e MILTON BIOW—His testi- 
mony helped to convict Arthur 
Samish of federal income tax 
evasion. The peppery agency 
president testified he paid 
$100,000 to the politician to get 
and keep the Schenley account. 
The Biow agency was later to 
argue that Mr. Samish was re- 
tained as a consultant and 
worth every dime he got, but 
the case threw into sharp relief 
the ethical problems of the 
agency business. 


e DUANE JONES—He wins a 
repeat appearance in “men who 
made news” with a 1953 victory 
in the appellate division, still 
seemed likely to collect more 
than $300,000 from a group of 
his former employes. Final de- 
cision in the case is expected 
shortly. 


e HENRY FORD II—1953 was 
the 50th anniversary of the 
Ford Motor Co. To celebrate it, 
Mr. Ford authorized an insti- 
tutional campaign and an anni- 
versary television program 
which set high marks for crea- 
tive brilliance and impeccable 
taste. And the Ford Founda- 
tion continued to show the way 
toward better—and _ infinitely 
more literate—programming. 


e@ GEORGE MOSLEY—Sea- 
gram Corp.’s v.p. in charge of 
advertising was chairman of 
the Assn. of National Advertis- 
ers’ newspaper committee dur- 
ing the negotiations which con- 


ing award, announced publication 
of Industrial Design. ..Esquire an- 
nounced a British edition...F. X. 
Pangborn was named editor of the 
Oregon Journal, Portland. . .Vision 


cluded in ANA’s obtaining local 
rate cards from more than 600 
newspapers. For the first time, 


(See Pictures on Page 1) 


advertisers could have a meas- 
uring stick on how much coop- 
erative newspaper ads should 
cost. 


e RALPH HARDY—tThe v.p. 
of National Assn. of Radio & 
Television Broadcasters was the 
source of the document which 
the Advertising Federation of 
America circulated to its mem- 
bers. Purporting to be an anti- 
advertising attack furnished by 
the Legislative Reference Ser- 
vice to a congressman, it turned 
out to be the work of Mr. Har- 
dy’s cousin, then on the LRS 
staff. The Service’s director, Dr. 
Ernest S. Griffith, denied the 
material had ever been fur- 
nished to a legislator. Mr. 
Hardy said it had, but would 
not name the legislator. It was 
advertising’s fiasco of '53. 


e BRIG. GEN. DAVID SAR- 
NOFF—He returned to head 
the National Broadcasting Co. 
networks, quell a_ rebellious 
group of affiliates, and trium- 
phantly supervise the introduc- 
tion (and FCC approval) of a 
compatible color television sys- 
tem, thus stirring up a new 
controversy (see Page 1). 


e EDWARD F. HOWREY—The 
welcome mat was out for busi- 
ness men at the Federal Trade 
Commission. Mr. Howrey pro- 
posed creation of new units to 
assist business men who are 
dubious about proposed cam- 
paigns and promotion plans, 
and argued that FTC should 
not dissipate its funds and staff 
by litigating strained interpre- 


Ten Men Who Made Advertising News in 1953 


tations of the law. One of the 
results was the FTC decision to 
restore “free” to the advertis- 
er’s vocabulary; another was 
removal of confusion around 
the Robinson-Patman act. 


e PAUL M. HAHN—The presi- 
dent of the American Tobacco 
Co. elected to make a forthright 
statement of his views regard- 
ing the cigaret-lung cancer sit- 
uation. He asserted that the 
claims would fall of their own 
weight, promised full research 
to pin down the cause of lung 
cancer. He was the first to- 
bacco company president to 
break the silence which swathed 
the industry after the lung can- 
cer stories began to break. 


e JOHN F. TIMS—The boss ot 
the New Orleans Times-Pica- 
yune won a Signal victory when 
the Supreme Court decided 
forced combinations are not 
illegal. He had the support of 
more than 96 other newspapers 
in the fight to free the press to 
operate in its own interest. 


e ARTHUR SUMMERFIELD— 
The Postmaster General had a 
stormy year—he was assigned 
to rejuvenate the creaking Post 
Office. He assembled a team of 
specialists, moved promptly to 
restore late collection of mail 
and late window service. He 
failed to restore twice-a-day 
delivery, and his campaign for 
higher postal rates resulted in 
bitter antagonism between him 
and the publishing business. 
Biggest achievement: first steps 
toward first class mail by air. 


A fourth agency man, George C. 


resigned Glidden’s Durkee divi- 
sion, reportedly beeause it found 
Durkee’s marketing methods obso- 
lete .. . Biow testified in the Sam- 
ish case .. . Raymond R..Morgan, 
Los Angeles agency owner, got 
a precedent-shattering settlement 
from Benton & Bowles and Gen- 
eral Foods out of court—he had 
contended they pirated his Door- 
bell Ringing Plan... T. J. Malo- 
ney became president of Cecil & 
Presbrey as James M. Cecil moved 
to chairman... 


w Walter A. Graebner left Time 
Inc. to be head of the London of- 


. .| fice of Erwin, Wasey & Co... 


Robert M. Ganger, last president 
of Lorillard, became chairman of 
the board of D’Arcy Advertising 
Co. ... Reach, Mattoon & Yates is 


formed, with Sid Schwinn moving 
around in the background as a 
catalyst—they get True Story and 
Red Top Brewing . . . Maxon Inc. 
its payroll 


announced will be 


trimmed by 39 after the first of the 
year, sees tax savings resulting 
... Harold Jaeger, v.p. and general 
manager of Geyer Advertising, 
warned the Hartford Adclub to 
beware of professional v.p.s with 
vest pocket accounts. Mr. Jaeger 
was previously with the Can Man- 
ufacturers Institute, which is now 
a Geyer account... 

Emil Mogul, president of the 
New York agency of the same 
name, was going around saying 
the 15% commission is outmoded 
and illogical .. . 


RESEARCH 

Motivation research was the 
outstanding subject of 1952 news 
stories. But the research field was 
quiet, generally speaking, during 
the year. Here are some of the top 
stories: 

Dr. George H. Brown of the 
University of Chicago looked into 
the crystal ball and decided con- 
sumer loyalty is largely a myth 
...C.E. Hooper blasted his fellow 
researchers’ methods (Printer: let 
that line stand, we may be using it 
again) . . . Victor Sholis, v.p. of 
WHAS-TV, prepared a talk for 
the Cincinnati Adclub saying the 
misuse of radio data was “fan- 
tastic” ...The ARF subcommittee 
was still studying ratings at year- 
end... 

Trendex said tv sponsor identi- 
fication averaged a comfortable 
64% ... Motivation research had 


Scale Motivation 


Plans for Large- ' 
esearch Toldal Canadian AMA Meet 


top billing at the American Mar- 
keting Assn. meeting in Montreal 
. . . Census of business and distri- 
bution was knocked out of the 
budget, much to the shock of re- 
search men .. . James O. Peck- 
ham, Nielsen v.p., told the Pro- 
prietary Assn. that grocers selling 
drug items hadn’t hurt druggists 
. .. Politz turned out a new study 
for Life comparing cumulative au- 
dience for successive issues with 
audiences built by tv shows— 
broadcasters screamed Mr. Politz 
was comparing apples and or- 
anges... 


e Advertest found viewers liked 
short, cute, fast tv commercials 
(surprised, anyone?) ... Boot & 
Shoe Recorder released a monu- 
|mental survey of the size of the 
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shoe market ... A. J. Wood, Phil- 
adelphia researcher, told the 
Brewers Assn. of America that 


‘Life's’ New Cumulative Audience Study 
Gives it 60.500,000 Readers in Six Issues 


pody “CBS's Carraine. 
mi NBC's Beville 


beer advertising is long on intui- 
tion and short on logic .. . Parade 


spoofed the media research busi- | 
ness with “Consider the Googol,” 


a wonderfully zany parody of the 


mathematics employed in publica- | 


tion research... 

Study by the New York Sales 
Executives Club showed that av- 
erage cost of a salesman’s call on 
an industrial prospect is $17.24... 


of 41 magazines . 


brand loyalty . 


researchers is fairly standard 
editorial grist, peeled off on his 
own job in San Diego, which un- 
derstated XETV’s audience . 


soluble coffee buyers exhibit little 


showed that readership of r.o.p. 
color topped b&w considerably .. . 


have once registered as a Commu-|he was touted for a government; O’Shaughnessy, 


Advertising Age, January 4, 


1954 


who retired in 


nist, it developed it was all for) job, had an operation, discovered | 1928 from the Four A’s and prede- 


grandpa ... Carl Byoir was a de- 


. . fendant in a $250,000,000 treble 
|Cleveland Press study showed that 


damage suit by the Pennsylvania 


' Motor Truck Assn.... 


. . Starch study) 


A. C. Nielsen warned the GMA. 
that major food brands were lag-| 


ging, perhaps because their ad- 
sales ratio had slipped ... 


MISCELLANEOUS 


according to its obituaries, died at 
61.27 years, during 1952 ... Mal- 
colm P. MeNair, Filene professor 


David Ogilvy failed to identify 
ineffable, an amorphous’ word 
culled from Hathaway shirt copy 
. .. W. B. Henderson joined the 
Direct Mail Advertising Assn. as 
managing director, and left after 
a few months .. . AA found cost 
of advertising rose 5% during 


| 1952, still was a bargain for busi- 
AA found the average adman, 


at Harvard, said department stores | 
are on “uneasy street’’—he recom- | 


mended branch stores, integrated 
buying and merchandising with 
manufacturers . . Lucille Ball 


| showed the ad business something 


about timing and predetermination | 
Starch uncorked a new study of by producing a son according to 
reader characteristics of audiences script, and later on demonstrated 


.. C. E. Hooper, _to the p.r. business how to get off a 
whose sulphurous opinion of other hook—when she turned out to) 


ness .. . Milwaukee Braves were 
the talk of the baseball world, 
and although the broadcasts of 
the Busch-owned Cardinals were 
sponsored by another brewer, they 
emanated from Busch stadium. . 


@ Caskie Stinnett, assistant direc- 
tor of p.r. for Curtis Publishing, 
carved himself a niche with nu- 
merous weary editors when he 
urged the p.r. business to get the 
fraud out of p.r. or go back to the 
parking lots the practitioners came 
from . .. Big year for Godfrey— 


humility when he _ found out 
LaRosa didn’t have it ... Sen. 
/Thomas C. Desmond, New York 
| legislator, deplored bosomy bar- 
maids on tv, wanted brewers to 
clear commercials with the State) 
Liquor Authority ...AA had a 
flock of art directors, artists and 
| photographers claiming the dis-| 
'embodied eyes and lips of the) 
Jayson ad were stolen from them 
... Frederick P. Reynolds Jr., di- | 
rector of research at Hewitt, Ogil- | 
|vy, excited envy of advertising | 
world. He quit to run a hotel in) 
Tobago... 

Eleven am stations represented | 
by Henry I. Christal Co. financed | 


-/a national qualitative study of 


radio listening by Politz and hoped 
it would set the standard for fu-| 
ture research in industry .. . 


a Neil H. Borden of the Harvard 
| graduate school is tapped for pres- 
_ident of American Marketing Assn. 
|... Bill to prohibit Sunday tele- 
| phone sales in New York vetoed by 


Leaders! 


AGE 


lating in Iowa. 


15 to 24— 75% 
25 to 34 — 73% 
34 to 44— 71% 
45 to 54 — 67% 


1,310,000 


IOWA PEOPLE 
read... THE 


DES MOINES SUNDAY 


REGISTER | 
(more than 500,000 copies) 


and you can reach any and all age groups . . . Teens to 
Twenties, Young Marrieds, Family People, Community 


are readers 
are readers 
are readers 
are readers 


.-. as reported by the Advertising Research Foundation 
in its first statewide audience study of 14 Sunday newspapers circu- 


For complete facts on where these people live, what they earn, and 
what they own, see “A Study of the Des Moines Sunday Register 
Audience in Iowa.” For details on how to get your copy, write 
Advertising Research Foundation, Inc., 11 West 42nd St., New 
York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an "A" Schedule Newspaper in an "A-I" Market | 
GARDNER COWLES, President 


Who Is Mr. Hardy's Source? 
ve 


AFA Can't Back Up 
Its Attack on Library 


Controversial Pamphlet 
May Not Hove Gone Out 
from Reference Service 


By Staniey & Cohen 
A ‘ A 


Gov. Thomas E. Dewey .. . Hassle 
of the year is release by Adver- 
tising Federation of America of 
anti-advertising attack assumed 
to have come from Legislative 
Reference Service—AFA head 
Elon Borton said he got it from 
Ralph Hardy, NARTB v.p. When 
LRS indignantly denied it is LRS 
material or was ever supplied to a 
congressman (Hardy claimed he 
got it from a legislator, would 
never say which one), Borton “ex- 
plains” the document (which was 
prepared by Hardy’s cousin, then 
on LRS staff, for private con- 
sumption). But LRS head Dr. 
Ernest S. Griffith snorts, “Why 
doesn’t he come clean?” .. . 

AA survey showed best way to 
agency job is through friends... 
W. C. Sproull, ad director of Bur- 
roughs Adding Machines, elected 
president of NIAA... Winifred S. 
Snyder, FC&B Chicago, won 1953 
Erma Proetz award of Women’s 


|depression wasn’t 


cessor agency groups; Samuel C. 
Dobbs, president of Coca-Cola 
Co,. . . Internal Revenue report 
showed that in 1950, 1,828 agencies 
paid income taxes, and only 189 
were in excess profits tax brackets, 
and 1,011 lost money . . . Leonard 
F. Erikson, McCann-Erickson v.p., 
quit to go to Washington to handle 
Voice of America overseas... Las- 
ser and the NIAA worked on a 
brief for tax reserves for adver- 


| tising ... By August the National 


Industrial Conference Board could 
say with confidence that the 
expected in 
1958 ..< + 

Rep. Carroll Reece (R., Tenn.) 
ripped the Ford Foundation and 
the Advertising Council, seeing so- 
cialism in their works. T. S. Rep- 
plier, Council president, replied 
politely. Burden of his reply: non- 
sense, Mr. Reese . . . Western Un- 
ion’s hotel reservation plan met 
opposition from hotels .. . Bill 
Hamilton, executive director of 
Federation of Canadian Sales and 
| Advertising Clubs, ran as a Con- 
_servative in Montreal, and won his 
parliamentary seat despite a Lib- 
/eral sweep ... The Supreme Court 
| kayoed Mr. Schwegmann, the St. 
| George of the supermarkets, and 
| fair-traders were jubilant... ANA 
'found, after surveying members, 


Fight's All Over: 
Schwegmann Loses 
in Supreme Court 


» lo 

Wasnincton, Oct 20—The 2 

over the legality of fair 
to ha een 


| 
| 
} 


that 54 budgets will be up...A 
federal court said the National 
Professional Football League 
couldn’t control radio broadcasts 
of any games, but left the pro- 
teams some restrictions on tv. 


a Three AA reporters pounded 
through the South, reported that 
magnolias and crinolines have 
given way to a tremendous indus- 
trial and social growth ... Em- 
ployment agency operators winced 
at an AA story depicting the diffi- 
culty a qualified adman has find- 
|ing a job through them, and 
| claimed it was all the employers’ 
fault ... The Assn. of Art Studios 
in Chicago looked around and— 
guess what?—decided art costs are 


Ad Club of St. Louis for Kotex 
campaign ... U.S. Supreme Court 
in effect okayed bogus, the device 
by which newspaper printers re- 
set ads composed outside the shop 
... Dr. Cullen of the Proprietary 
Assn. blasted the FTC’s ad group 
conference plans... Diner’s Club 
found agency account men are 
biggest spenders .. . 


ws Into the AFA’s Hall of Fame: 
Charles C. Parlin, longtime direc- 
tor of Curtis research; James 


‘The Way We Saw It’: After Traveling 12,000 Miles, 
‘AA’ Editors Report on the New a 


nd Growing South 


really too low .. . Most news- 
worthy book ads were those for 
“The Man Who Wouldn’t Talk,” 
/when Random House decided to 
_change it from fact to fiction after 
the literary hoax of the year, and 
the “Tattooed Sailor,” whose copy 
was magnificently couched in 
| fractured English .. . 


= Emil G. Stanley, Traffic World 
| publisher, urged truckers to get 
| themselves ad managers, budgets, 
and. to advertise . . . John Orr 


= 


Carbros from Kuoni capture those rich 


middle and deep tones. 


|| CHARLES F KUONI STUDIO 
| Che Pioisgraply- 


61 WEST ERIE CHICAGO 11 


5 


Telephone SU 7-4483-4 
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THE HERALD TRIBUNE 


IS FIRST 


AMONG ALL MORNING NEWSPAPERS REGULARLY READ BY... 


EXECUTIVES in N. Y. Offices of EXECUTIVES in N. Y. Offices of 
LARGEST ADVERTISING AGENCIES — LARGEST NATIONAL ADVERTISERS 
In a 1953 survey of 1,063 key executives In October 1953, a telephone survey of 790 
in the 59 top agencies with total billings of executives in New York offices of 42 largest 
$1,675,000,000, the Herald Tribune, regular- national advertisers shows the Herald Tribune 
ly read by 59.9%, is first among all New York is regularly read by 57.7% —first among all 
morning newspapers. New York morning newspapers. 


NEW YORK STOCK EXCHANGE MEMBERS 


A 1953 mail survey answered by 662 members of the 
Stock Exchange shows the Herald Tribune is regularly 
read by 61.6% —first among all New York morning 
newspapers. 


(— ) 
MORE PROOF THAT 


New York Leaders Are 


Herald Tribune 


Readers 
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Young figured more admen live 
around Westport than anywhere) 


OBITUARIES 
Died during the year: 


else. Probably a good guess, Pus | Henry Ewaj@, 67, co-founder and 


or minus 15% 
finally got up a chaste answer on 


the Biow and Jones cases. They 


reissued their standards of prac- 
tice . . . Blab-Off, a device for 
cutting out the audio on tv com- 
mercials, was selling 3,000 a day, 
and not without reason... 


‘Squibb & Sons 
Thrasher, 51, director of advertis- 


... The Four A’s -year president of Campbell- 


Ewald Co. . . . Otto Schnering, 61, 
founder of Curtiss Candy .. . Law- 
rence F. Hurley, 55, editor of Na- 
tion’s Business . . . Caleb Coffin, 
advertising manager of E. R. 
Allen W. 


If you sent it to “B” in 53, 
you'll send them more during "54. 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INc. 


180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


, Advertising Typographers 


first pasteurized cheese . 


ing for the First National Bank of 
Cincinnati, whose poems delighted 
AA readers for years . . Nila 
Mack, radio producer who special- 
ized in juvenile drama. .. Douglas 
Coulter, 52, NBC ‘producer ... 
Karl H. (Chick) Bronson, 59, di- 
rector of advertising and sales 
promotion for Chrysler’s DeSoto 
division . . . Stephen J. Hannagan, 
53, high-octane publicity man, and 
one who had done much for the 
p.r. business . . . Louis C. Pedlar, 
69, onetime president of Pedlar & 
Ryan, and T. L. L. Ryan, 61, who 
operated the agency for many 
years . . . Seton Porter, 70, chair- 
man of the board of National Dis- 
tillers ... Everett T. Tomlinson, 62, 
partner of Merrill Lynch, Pierce, 


Fenner & Beane, and up to 1933 


president of Doremus & Co... . 
James L. Kraft, 78, founder and 
chairman of Kraft Foods Co., who 
«Beds 
Jackson, 59, publisher of the Ore- 
gon Journal, Portland... W. W. 
Hawkins, former chairman of the 
board of Scripps-Howard .. . 


Advertising Age, January 4, 1954 


Sidney Gernsback, 77, v.p. of 
Gernsback Publications and author 
of many books on radio... John 
L. Anderson, 67, retired treasurer 
of McCann-Erickson . . . C. P. Fis- 
ken, 59, for 12 years prior to 1946 


ad manager of Chevrolet .. . Wil-| 


liam L. Day, 67, longtime top copy 


Admen Proved 

AA Average 
are aamen = 

adwomen are 7 


hand at Thompson, Benton & 
Bowles, Foote, Cone & Belding and 
Day, Duke & Tarleton . 


MacLaury, 52, director of adver-| 


tising, Bigelow-Sanford Carpet Co. 
... Joseph Fewsmith, 64, chairman 
of Meldrum & Fewsmith ... A. 
Gilman Sullivan, 37, onetime Fed- 
eral Advertising v.p. and later with 
Geyer Advertising... R. D. 
French, 60, v.p. of Outdoor Adver- 
tising Inc. ... 

Frank R. Griffin, 58, v.p. of 


Oklahoma and Texas cash registers ring out a NEW sales story: 


tho BEST of the South is the Southweet! 


—fastest developing, most diversified agricultural region in the nation! 


For example, Oklahoma and Texas produce one-fifth of all the peanuts grown in the United 


States . 


- » produce one-eighth of all the winter wheat grown in the United States... 


produce three out of every ten bales of cotton grown in the United States... produce two 
out of every three bushels of grain sorghum grown in the United States... produce one- 
fifth of all the sheep and wool raised in the United States. By January 1, 1953, Oklahoma 
and Texas had one-eighth of all the cattle in the United States. 


“theBESTinthe Southwast isthe Farmer-Stockman! 


403,384 SUBSCRIBER FAMILIES 


Texas . 
Oklahoma 
Kansas 
Arkansas 


221,412 
123,734 
. 24,315 


.. 20,565 


the Farmer-Stockman 


SOUTHWEST'S 
FASTEST 
GROWING 
FARM 


MAGAZINE 


OKLAHOMA CITY, 


Missouri .. 

New Mexico 

Other States .......... 
i 


4,772 
4,529 
4,057 
....403,384 


Represented by THE KATZ AGENCY, INC, 


OKLAHOMA @ DALLAS, 


Serving the Rural Southwest for 42 Years 


TEXAS 


Owned ond Operated by The Oklahoma Publishing Company — The Daily Oklahoman, Oklahoma City Times — WKY and WKY-TV 


. . Bruce} 


Compton Advertising . . . John L. 
Meyer, 71, general manager of In- 
land Daily Press Assn. . . . Ray- 
mond McKinney, 68, head of J. P. 
McKinney & Son . . . George Bur- 
ton Hotchkiss, 67, teacher of ad- 
vertising copy to a generation of 
copywriters, professor of market- 
ing until 1950 at New York Univer- 
| sity ... W.S. Edmiston, 76, former 
owner of Farm Life Publishing Co. 
'... Walter Greenlee, 62, v.p. of 
‘James E. Pepper & Co., Schenley 
subsidiary ...S.D. Mahon, 58, di- 
‘rector of advertising and public 
‘relations for Jack & Heintz and 
‘onetime Westinghouse adman... 
Alexander Block, 71, chairman of 
_Biock Drug Co. ... L. A. Weiss, 
|60, retired chairman of Don Lee 
Broadcasting . . . Semler Dieterich, 
57, merchandising v.p. of Mennen 
Co. ... Norman Ross, 57, WMAQ 
announcer, a familiar early morn- 
ing voice to Chicago admen ... 
William I. Orchard, 68, advertising 
copy editor for BBDO, who was 
the agency’s final authority on 
English ... Hardy C. Aldridge, 55, 
general advertising manager of the 
Toledo Blade... 


@ Isaac W. Digges, 56, attorney 
and authority on the Federal Trade 
Commission, and one of the most 
helpful men in straightening out a 
tangied legal snarl for New York 
reporters ... Leonard T. Bush, 62, 
v.p. and secretary of Compton Ad- 
vertising ... H. C. Stensgaard, 55, 
executive v.p. of W. L. Stensgaard 
& Associates ... Dr. Otho F. Ball, 
78, president of Modern Hospital 
Publishing Co.... James A. Reilly, 
49, director and executive v.p. of 
Colgate-Palmolive . . . Philip F. 
Kobbe, 73, promotion director of 
U.S. News & World Report... 
George D’Utassy, 82, first business 
manager of the New York Daily 
News ... Curtis W. McGraw, 57, 
president of McGraw-Hill Pub- 
lishing Co. since 1950... 

Henry M. Stevens, 52, v.p. of J. 
Walter Thompson Co. and chair- 
man of the American Assn. of Ad- 
vertising Agencies . .. Leo Wilson, 
v.p. and Los Angeles manager of 
Cresmer & Woodward .. . Edward 
M. Diamant, noted typographer ... 
H. P. Roberts, 61, executive v.p. of 
Goodkind, Joice & Morgan... 

Clarence Saunders, 67, father of 
the modern supermarket and in- 
ventor of the Kedoozle . . . Ray- 
mond B. Bottom, 60, president and 
publisher of the Newport News 
Daily Press and Times-Herald .. . 
Granville Standish, 81, pioneer in 
the outdoor advertising business, 
and a few weeks later, Granville 
Standish Jr., 50, v.p. of Standish- 
Barnes Co.... Wesley A. Gilman, 
president of Lewis & Gilman... 
William B. Ziff, 55, board chair- 
man of Ziff-Davis Co. 


500-Page ‘Market Data Book’ 
Will Be Published June 25 


The Annual Market Data & Di- 
rectory Number of Industrial Mar- 
_ keting, which will have 500 pages 
‘this year, will be sent to IM sub- 
| scribers on June 25. The book is 
/not available separately, but will 
go to subscribers only. 

The directory will have seven 
sections containing information on 
current trends in 87 major mar- 
kets, basic statistics, sections on 
what and how the industry buys, 
sources of data, additional sources 
cf information and media covering 
the markets. 


Gusky Made Agency Partner 


Joseph Gusky, director of the 
consumer division of Lando Ad- 
vertising Agency, Pittsburgh, has 
been made a partner. He has been 
with the agency for six years and 
has .also been in charge of its radio 
and television activities. 


Names Saunders, Shrout 


Aluminum Smelters Research 
Institute, Chicago, a national as- 
sociation of 17 aluminum smelters, 
has named Saunders, Shrout & As- 
sociates, Chicago, to handle an in- 
stitutional promotion campaign for 
its membership. Business publica- 
tions will be used. 
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Does Youth 


about your investment 


in its future‘ 


One of the most heartening economic devel- 
opments is the announced intention of in- 
dustry to invest billions of dollars in expan- 
sion and improvement of plant facilities for 
the greater and more efficient production of 
goods which all Americans can enjoy. Here 
is the promise of the future; here is a ringing 
challenge to the dark threat of Communism. 

One vital area for the realization of that 
promise is Youth. In order to appreciate the 
dynamic values inherent in our enterprise 
system, Youth must see and understand what 
the enlightened leaders of industry are do- 
ing. Youth should plan now to become a part 
of our economic expansion program as work- 
ers, managers, consumers. Youth can be 
shown that the industrial expansion pro- 
gram is a testimonial to industry's faith in 
the future of Youth itself. 


A Special Issue of 
Scholastic Magazines 


‘lo help high-school Youth see the full mean- 
ing and significance of the industrial expan- 


sion program, Scholastic Magazines are pub- 
lishing next March 17 an entire issue dedi- 
cated to that subject and built around the 
theme 


“OUR FAITH IN YOUR FUTURE.” 


That issue will continue Scholastic Maga- 
zines’ notable series on industry, which has 
dealt in turn with production, careers, dis- 
tribution and research. It will stress for jun- 
ior and senior high-school students the key 
role which a courageous industrial expan- 
sion program will play in the economic well- 
being of America—and particularly the well- 
being of millions of young Americans now 
coming up through the high schools. 


Tell Your Story to 
Youth in this Issue 


There remains one vital thing which indus- 
try can do to brighten its own future within 
the competitive system; that is, to tell Youth 
directly about its plans for the future. 


You can supply this vital element by tell- 
ing your own company or association story, 
in your own terms, to the more than 1,350,- 
000 subscribers and 4,000,000 readers of 
Scholastic Magazines. In the March 17 issue 
we will tell in our editorial pages the signifi- 
cance and meaning, as we see it, of industry's 
expansion program. In the advertising pages 
you can tell the story of your own program 
and what it means to. Youth in terms of a 
better tomorrow, better products, better jobs. 

In that issue your story will get equal at- 
tention with the editorial pages. It will reach 
directly into some 20,000 schools. It will be 
read and studied and discussed in some 
50,000 classrooms. It will achieve a dimen- 
sion of use and impact which is not possible 
in any other advertising medium. 

Plan now to be represented in the March 
17 INDUSTRY issue of Scholastic Maga- 
zines. For more information write to Scho- 
lastic Magazines, 33 West 42nd St., New York 
36, N. Y., or call OXford 5-1720. 


Dedicated to the future of American Business and Industry 


THE MARCH 17th ISSUE OF 


SCHOLASTIC 
MAGAZINES 
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More Research Plus Better Selling — 
Needed in ‘54, Marketers Are Told 


WASHINGTON, Dec. 31—More 
cators and business analysts who 
attended the winter conference of 
the American Marketing Assn. 
here this week were told that it 
will take product and market re- 
search as well as hard selling to 
market the output of an expand- 


‘ing economy in 1954. 
than 500 marketing experts, edu-| 


|of the need for greater selling ef- 


‘ings during the past year. But 


they are ‘accompanied by product , commented, 
standing of the individual com-|careful definition of the marketing 
/pany’s marketing problem. problem faced by each seller and 
\the adoption of that combination 
|| The three-day meeting, gener- of price, product and promotion 
ally keyed to the theme “How Can ‘policies which is most appropri- 
; |We Market the Output of Our ate for each seller’s problem. 
Speakers who addressed general | Growing Productive Capacity,” got! “It seems to me,” he said, “that 
sessions of the AMA meeting spoke under way Sunday afternoon with the real danger in the widespread 
rea a report by AMA executive direc- i i 
fort to lure the billions of dollars tor William C. Gordon Jr. on ican ans bev on ae : hee Mh 
that consumers have put into sav- | “outlook” survey which had been decline is that such a course of ac- 
made among AMA members. The ‘tion may not succeed. In the event 
report indicated members were di- that substantially increased selling 
vided roughly two to one, with expenditure does not reverse a de- 


they also warned that advertising | 
and selling won’t do the job unless 


Tens in 
SHOW 
BUSINESS 


the majority anticipating lower pression, we may destroy business 


sales in 1954. Of the AMA members faith in the effectiveness of certain 
replying, 333 answered ‘no” to kinds of selling effort.” 
the question, “Do you expect a) 


general recession”; 209 voted “yes.” | , a - 
Of the three speakers og ain | s Earlier, Arthur H. “Red” Motley, 


cussed the role of advertising in President of Parade Publications, 
the marketing of increased pro- used a similar text, warning that 


tings = 
— 
——4 = ves 


‘the school of business, University the present level of business will 


Digit 


-_—_ 


nib ati. | ll aa 
WEBSTER 


fer DISTINCTIVE OUTDOOR ADVERTISING 


of Chicago, who spoke Tuesday involve spending more money on 
noon, was the most restrained. training salesmen, market research 

and advertising and promotion. 
# “This is not very dramatic,” he Pointing out that “nothing happens 


OE eee 


2 elas 


they Buy 


@ For example, in 1952 Drug Store Sales per family in 


Indianapolis were 120% above the national average! * 


Yes, people Buy More in Indianapolis because the aver- 
age income per household in this big market is $6943** 
annually, first among cities of over 400,000! Indianapolis 


has many other essential market advantages for you too! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management Survey of Buying Power, May 10, 1953. 
** Consumer income Supplement, 1953, Standard Rate & Data Service 


More because they Have More! 


> It’s Bic... over 550,000 population 

> It’s STEADY . . . unsurpassed for diversification and bal- 
ance of industry and agriculture 

> It’s Eastty Reacuep . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage 
of the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


Advertising Age, 


|duction, Dean John E. Jeuck of the maintenance or expansion of | 


January 4, 1954 


“but probably thejuntil somebody sells something,” 
development and thorough under-|most promising line of attack is he declared: “We have had an ex- 


‘'panding economy because some 
| people have done some selling, but 
we have only scratched the sur-- 
face.” 

Under Secretary of Commerce 
Walter Williams, who was featured 
speaker at the main convention 
banquet, had a four-point formula 
for marketing 1954’s output. 


® Stressing the fact that the coun- 
‘try is completing the best year in 
‘its history and that individuals are 
‘better off than ever before, he 
made these points: 

| 1. We must keep in mind the 
fact that we live in an economy of 
constant change and we must de- 
'velop products to meet the needs 
_of this market. 

| 2. We must employ more and 
, better salesmen and improve and 
increase the intensity of sales pro- 
motion and advertising. 

3. We must reduce distribution 
costs through better operations, 
methods and techniques. 

4. We must step up expenditures 
for market research. 


a The secretary pointed to the 
population increases and shifts of 
the past decade to illustrate the 
| changing nature of the market. In 
| addition to the changes of popula- 
tion, he said, there has been a great 
increase in families with leisure 
time, spendable funds and a desire 
for higher living standards. 

Turning to promotion expendi- 
tures, he said the percentage of 
gross national product going to 
advertising is lower than during 
prewar years. Estimating that the 
country has about 4,000,000 sales 
workers out of a labor force of 
60,000,000, he said additional man- 
power is needed for selling. 

“Of equal importance,” he said, 

“is the improvement through train- 
ing of those already in selling.” 
He estimated that one-third to one- 
half of those in selling have only 
recently been confronted with a 
| buyer’s market. 
' Acknowledging that more than 
‘half the final cost paid by con- 
-sumers for goods represents dis- 
tribution costs, he said every ef- 
fort should be made to reduce 
costs, but “it may well be that 
costs in distribution are not high 
enough. 

“To the extent that increased 
productive expenditures in distri- 
bution make possible further econ- 
omies in production or result in 
greater convenience or satisfaction 
to the consumer such increases are 
justified.” 


w Turning to market research, he 
observed that it should go hand 
in hand with product research. Re- 
ferring to a recent survey by the 
| Harvard Business School which 
| Showed industrial firms spend 
| about $3 billion annually for prod- 
‘uct research, he commented: “Re- 
|search directed to new product 
| design and development is of lit- 
tle value if the product is not sold.” 
| The first major panel session 
was devoted to “Measuring the Re- 
turn on Advertising Expenditures.” 
Claude Robinson, president of 
Opinion Research Corp., said his 
‘research indicates that the most 
/successful sales are those which 
‘offer a benefit to the reader. 
“Advertising is always a swap,” 
he said. “If the reader feels he 
| gets something in exchange for his 
time and effort, okay. But if his 
/time is used only for the benefit 
of the advertiser, the deal is off.” 
| Other speakers—who insisted 
that their remarks were off-the- 
_record—placed various emphasis 
/on the role that research plays in 
'the development of effective ad- 


| vertising. 


| 

Sheets Joins CBS Film Sales 
Barr Sheets, formerly director 

of guest relations at KNX, Holly- 

wood, has joined the CBS film 

sales department as a salesman. 
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The Saturday Evening 


The Saturday Evening Post’s introduction of ten 
new “Junior” space units has already been acclaimed 
from all sides. Many advertisers are enthusiastic, be- 
cause it will allow them to reach their market with 
a much greater frequency despite the limitations of a 


firmly fixed budget. 


Agency media men are enthusiastic, because it will 
give them a new flexibility in magazine scheduling. It 
allows them to recommend new and dramatic uses of 
magazine space never before possible in the weekly field. 


Creative men are enthusiastic, because it nearly dou- 
bles the layout possibilities. The added sizes and shapes 
offer new opportunities for visual techniques and 
product display. And production men are enthusiastic, 


Junior page: 4 colors, 


(isin Spac 


Advertising men 
| announcement of 


e units 


because it means substantial savings in engraving and 


electrotype costs. 


For years the Post has offered the widest choice of 
space units to its advertisers. The page and a half with 
gutter bleed ... four colors in less than full pages... 
and “‘twin-bed” half pages .. . all have been distinct 
Post advantages for some time. Now the Post is even 


more versatile than before. 


A number of agencies have asked for a full dem- 
onstration of Post advertising space-and-color com- 
binations, including all the new “Junior” units. 
Whether you would prefer such a full-scale meeting 
or an across-the-desk presentation in your office, ‘call 
a Post representative. 


Junior Y2 page: 4 colors, 


Junior spread: 4 colors, 2 colors, or black & white 2 colors, or black & white 2 colors, or black & white Junior column: black & white 


The Saturday Evening 
POST 


A CURTIS MAGAZINE 
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Men who make the engineering deci- 
sions in the auto factory are just like 
everyone else in the auto industry. To 
stay on top of their jobs, they've got to 
keep current with new developments, 
new products, new methods — at both 
the dealer and factory level. Through 
the auto industry's only weekly news- 


AUTOMOTIVE NEWS: the newspaper 
the entire industry turns to every week 
. +. your primary medium for reaching 
MANAGEMENT, ENGINEERING, and 
MERCHANDISING EXECUTIVES — 
and the DECISION MEN in the CAR 
DEALERSHIPS. 


paper— AUTOMOTIVE NEWS-— they 
get the important news and comment 
while it’s new. 


When these men are reading the “most 
quoted automotive authority’ — it is a 
good time to speak your piece on why 
your product should be a part of their 
product. 


@ ABC audited circulation: 41,000. 
Readers per issue: over 120,000. 

@ Subscription price: $8.00 per year — 
highest in the industry. 


@ Renewal rate: 87.01% (ABC audited) 
—highest in the industry. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 


New York — Edward Kruspok, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 


Advertising Age, 


January 4, 


‘Oregon Journal's’ Retired Vern Churchill 


| Will Launch Fulltime 


PorRTLAND, ORE., Dec. 29—After 
| 48 years in the newspaper and ad- 
_vertising business, Vernon R. 
Churchill has “retired” to a busy 
life promoting and _ conducting 
travel tours. 

Mr. Churchill, who for the past 


publisher of the Oregon Journal, 
will be continuing a public rela- 
tions program he inaugurated for 
the Journal in 1948. For a Journal 
sports promotion that year Mr. 
Churchill organized a special 15- 
car train from Portland to Dallas 
to see the University of Oregon 
football team in the Cotton Bowl 
game. After the contest, Mr. Chur- 
chill took the Oregonians on down 
to see more of Texas, Mexico and 
California. 


s The project was so successful 
that the Journal began getting re- 
quests that it operate other tours, 
and Mr. Churchill organized a jun- 
ket to Alaska. The selection of 
Alaska was based on a consumer 
preference study by Mr. Churchill, 
and the travelers went via a pas- 
senger liner chartered by the 
Journal. 
_ Back from the North, the ener- 
| getic Mr. Churchill found almost 
a fulltime job organizing similar 
; tours while still serving as assist- 
/ant to the publisher and directing 
‘the newspaper’s promotion de- 
partment. In the years since then, 
he has personally conducted 11 
_ tours which have handled nearly 
, 2,000 passengers. 

Each February for the past three 
years, two Stratocruiser loads of 
Journal readers have taken off 
with Mr. Churchill for 20-day trips 
to Hawaii. Another one next Feb- 
/ruery will be the first operation of 
Churehil Powss, which will con- 
tinue to handle Journal promotion 
trips. 


s Says Mr. Chuvehill, “The most 
significant thing I have aceom- 
plished with these tours, in addi- 
tion to making friends for the 
Journal and myself, is that in the 
opinion of expert transportation 
j;men, each tour has been ‘created 
travel.’ It is business which proba- 
, bly wouldn’t have moved other- 
| wise. 

“Also worth noting is the fact 
\that general travel from Portland 
to the areas where my tours have 
,gone has always shown a steady 
increase following our trips. This 
has meant new business for travel 
agencies and transportation com- 
panies. Quite naturally, whenever 
| possible, our routings were via the 
‘transportation lines which adver- 
tised in the Journal.” 

Although it will not be a Chur- 
chill Tour, the Journal’s popular 
annual “Let ’Er Buck” special train 
'to the Pendleton Round-Up (“Ore- 
| gon’s greatest house party”) will 
|be 4andled by the new organiza- 
tion. The three-day trip on an all- 
| Pullman train has been operated 
| by the Journal since 1912. 


s After graduation from the Uni- 
versity of California, Mr. Churchill 
published a country weekly briefly 
and in 1915 established Honig- 


Travel Tour Bureau 


ten years has been assistant to the| © 


Vernon Churchill 


Cooper Co., San Francisco agency, 
in partnership with the late Louis 
Honig. He joined J. Walter Thomp- 
son Co. in 1928, moving over to 
McCann-Erickson six years later. 

President of the Advertising 
Assn. of the West in 1946-47, Mr. 
Churchill headed the National 
Newspaper Promotion Assn. the 
following year. On the local scene, 
he has been chairman of the local 
chapter of the American Assn. of 
Advertising Agencies, president of 
the Oregon Advertising Club, and 
active in a wide variety of other 
community functions. 


Mission Dry Promotes Two 

Lee Mitchell, sales manager for 
the central division of Mission Dry 
Corp., Los Angeles soft drink 
franchise company, has been pro- 
moted to sales manager. George 
Aiken, assistant advertising man- 
ager, has been promoted to ad- 
vertising manager. Mr. Mitcheli 
and Mr. Aiken succeed Frank 
Gray, sales and advertising man- 
ager, who has ressgned. 


Yambert Adds Two Acceunts 

Yambert Inc., Hollywood, has 
been named to handle advertising 
for United Savings & Loan Assn., 
Glendale, and Minick-Wilshire, 
Los Angeles ice cream manufac- 
turer and dairy products distrib- 
utor. The loan association has 
started a newspaper and direct 
mail campaign; Minick-Wilshire 
will use trade publications, direct 
mail and outdoor bulletins. 


Grant Boosts Moyer, Mulock 

Sheldon Moyer and E. McCord 
Mulock Jr. have been named v.p.s 
of Grant Advertising, Chicago. 
Mr. Moyer, who has been director 
of public relations in the Grant 
Detroit office, becomes group 
chief on the Dodge passenger car 
account, while Mr. Mulock will 
continue to serve as copy chief 
on the same account. 


Names Doyle, Kitchen 

Hanson-Whitney Co., division of 
Whitney Chain Co., Hartford, has 
appointed Doyle, Kitchen & Mc- 
Cormick, New York, to handle its 
advertising. Edward W. Robotham 
& Co., Hartford, formerly handled 
the account for the manufacturer 
of thread milling machines, taps 
and cutters. 


Bliss Joins Harvey & Howe 

Joseph A. Bliss, formerly east- 
ern manager of Gas Age and LP- 
Gas, has joined the eastern sales 
staff of Harvey & Howe, publisher 
— New in Home Econvo- 
mics. 


Automatic silk-sereen equipment for speed 
. Specialists in short run, 


printing 

largest printers of local 

and sectional 24-sheer posters in 
—the United State . 


PY) 1570 $. FIRST ST., MILWAUKEE, WIS. 


4 OFFICES IN: New York * Boston 
ie Pittsburgh °* Detroit * Chicago 

6 | $i. Lovis * Dollas * Sen Froncisco 
— Seattle * Pertland 


1954 
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Reporting progress during 1953... 


THE BIGGEST YEAR YET 
FOR. /...€ 


EDITORIAL SERVICE 


-.. expanded issue by issue! 


Eleven of the twelve 1953 issues of 
Sunset broke all previous records for 
size (number of pages) as readers re- 
ceived more editorial service than ever 
before. Increasing size of SUNSET’s staff 
made necessary the addition of a large 
new wing to the publishing headquar- 
ters at Menlo Park. 


CIRCULATION ‘ 


... at an all-time high! 

Over 500,000 net paid average circula- 
tion, estimated. In even more Western 
communities of fine homes SUNSET in Even more in’54... 


1953 we into the number = spot if there were no Sunset Magazine 
among all magazines in tota! circulation. ° ° 
e 5 ‘ it would have to be invented! 


-..with an all-time quality! 
Now 85% of SunsetT families own their 
homes; they own 38% more automo- 
biles and spend 46% more for food than 
the average Western family. 


ADVERTISING 


.+. pages, income and number 


of advertisers set records! LANE PUBLISHING CQO. 


SUNSET in 1953 gained more pages of Publishers of SUNsET MaGaziné and SuNseT Books 
advertising than any other monthly MENLO PARK, CALIFORNIA 

magazine ...as over 1600 advertisers Visitors welcome on any week day 

(another new record } used SUNSET to Advertising Offices: San Francisco, Los Angeles, Seattle. New York, 
sell the West... and 32°¢ more dollars Chicago, Detroit. Boston, Atlanta, Tyler (Texas), Honolulu 


were invested in SUNSET advertising 
space than during the previous year. | 
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Advertising Age, January 4, 1954 


“Golly! Don’t they ever hire a bachelor?” 


What They're Saying 


New Concepts of Life and Economics 


Slowly, but with increasing intensity, sociologists and economists 
are coming to a realization that the concepts of living and of eco- 
nomics, and the conventional labels which we have been accustomed 
to placing on various aspects of the sociological and economic scene, 
are no longer applicable. 

Treatises like those recently published by Galbraith and Mazur 
(both of which were extensively treated by AA), have developed an 
economic philosophy at variance with much recent as well as “classi- 
cal” economic theory, in an attempt to make the theory fit the known 
facts, instead of trying to torture the facts into submission to rigid 
theory. Both have emphasized, in their own ways, the changes which 
have made the American economy one of plenty rather than scarcity, 
and have pointed out new concepts which must therefore be accepted. 

In “The Lonely Crowd,” a study of the changing American charac- 
ter, sociologist David Riesman summed up the situation this way: 

“My concern...is with two revolutions... The first includes the 
Renaissance, the Reformation, the Counter-Reformation, the Indus- 
trial Revolution, and the political revolutions of the 17th, 18th and 
19th centuries. This revolution is, of course, still in process, but in 
the most advanced countries of the world, and particularly in Ameri- 
ca, it is giving way to another sort of revolution—a whole range of 
social developments associated with a shift from an age of production 
to an age of consumption.” (Italics ours) 

None of this type of thinking, is, of course, new to business men. 
Certainly all of us have heard it echoed many times. But there are 
still too many important business men who believe that production 
is the really important aspect of business, and selling and distribution 
are mere appendages. 

Over the long pull, and very likely starting this year, sales costs 
and distribution costs are going to go up. It is important that business 
men in particular should understand that this is so and why it is so, 
and also why it is not “immoral,” or anti-social, or un-American for 
sales and distribution costs to rise. 

The simple fact is that rising distribution costs are a function of an 
economy of plenty, or an age of consumption, or whatever you want 
to call it. People have larger quantities of goods and services than 
ever before. Most of them are far above the subsistence level. They 
can, if they like, retire from the automobile market, or the clothing 
market, or the housing or home furnishings or appliance market, for 
a year or two without doing serious damage to their standard of liv- 
ing. To induce these people—who don’t have a real economic need for 
your goods—to come into the market place requires aggressive sell- 
ing. And aggressive selling is an expensive process. 

There seems to us no reason why business men, marketers or ad- 
vertising men should refuse to face this fact, or entertain any feeling 
of guilt, however slight, about it. In the first place, the fact that sell- 
ing will almost certainly become a larger and larger part of the cost 
of goods and services does not necessarily mean that total cost will 
go up; it may, and indeed should, go down. 

But even more important is the realization that all costs are rela- 
tive. No matter how high the cost of selling and distribution may be, 
can anyone seriously doubt that the cost of not selling would be in- 
finitely higher? 

There is waste in manufacturing, in selling, in advertising. We 
should and must do everything that can possibly be done to cut dis- 
tribution and sales costs by inventing new instruments and using 
those at hand more efficiently. But the greatest possible waste would 
be to let our industrial capacity lie idle to any important extent. If 

we can keep it humming through aggressive marketing and selling 
practices—even though these practices embrace considerable waste— 
the service we can perform for America is beyond measurement. 


The Lingo of Ambiguity 

We regret that one of the anti- 
cigaret experts’ is saying: “The 
prolonged and heavy use of ciga- 
rets increases up to 20 times the 
risk of developing cancer of the 
lung.” 

We regret it because the expert 
in question, Dr. Ernest L. Wynder, 
has here adopted the vague and 
virtually meaningless language 
which the advertising men have 
developed to a high pitch of 
ambiguity. Nowadays cleansers 
cleanse up to 20 times cleaner, 
soaps smell up to 10 times sweeter, 
and cigarets are up to five times 
safer than “other leading brands.” 

The reason this has become a 
leading cliche of advertising, used 
up to 20 times more frequently 
than in the past, is that it is so de- 
lightfully unpinnable down. 

“Up to 20 times safer’ could 
mean 20 times safer, or one time 
safer, or even a fractional one- 
tenth of 1 per cent safer. So when 
Dr. Wynder says cigarets increase 
the risk of lung cancer “up to 20 
times,” he is using the jargon of 
advertising and not of science. 

In view of the tobacco com- 
panies’ charge of “loose talk,” all 
of the medical experts dealing 
with this subject would do well to 
speak as precisely as Dr. Everts A. 
Graham of St. Louis habitually 
does. Otherwise, the experts are 
liable to lose up to 10 times as 
many respectful listeners as they 
would otherwise have. 


—Editorial in the St. Louis Post-Dis- 
patch. 


Don'ts for Speakers 

Here ... distilled from approxi- 
mately a thousand hours of listen- 
ing, are some of the “don’ts” which 
we think should be observed by 
convention speakers. 

Don’t waste time telling the au- 
dience how deliriously happy you 
are to appear before them, or sub- 
ject them to a blow-by-blow ac- 
count of what the program chair- 


man said to you, and what you 
said to him, when he invited you | 


dience who has ever been where 
you are damned well knows you're | 
not particularly happy about it; | 
and the remarks which pass be- 


fee 
to participate. Anybody in the au- | 


you really felt that way about it, 
you should have turned the assign- 
ment down cold. 

Don’t feel under the slightest 
obligation to tell a story unless 
you’ve got one that is both perti- 
nent and funny, and unless some 
penetrating and usually adverse 
critic, such as your wife, encour- 
ages you to think you can do a 
fairly good job of it. In any event, 
make it short, and if it goes over, 
don’t crowd your luck by trying 
another. 

If there is a microphone, don’t 
regard it as a crutch made for 
sissies with soprano voices. With- 
out the mike the chances are that 
booming basso profundo you’re so 
proud of won’t carry beyond the 
third row. We’ve often wondered 
why program chairmen don’t get 
their speakers together before 
each session for a few minutes of 
practice with the amplifying sys- 
tem. 

If you can cover the subject 
which was assigned to you in ten 
minutes, don’t feel obliged to rat- 
tle on for half an hour just be- 
cause the chairman said you could 
take that long. There’ll usually be 
a couple of windbags who will take 
twice the time allotted to them, 
and even if there aren’t, it would 
be good clean fun for everybody 
concerned if the session actually 
broke up 20 minutes ahead of 
schedule. 


—William M. Avery, managing edi- 
tor of The Concrete Manufacturer, in 
the publication’s December issue. 


Old Fashioned Selling 

I’ll take an inspired salesman 
working with nothing but his bare 
hands, telling the truth with em- 
phasis and sincerity, rather than 
an over-educated sophisticate who 
puts on a selling show which en- 
tertains rather than convinces. A 
small, well-managed company, 
with a good sales manager that 
knows his business, can lick any 
big competitor that is so big that 
company principle and sales lead- 
ership are delegated to an imper- 


| sonal thinking machine hired at a 


—Phil Kelly, managing director, Chi- 
vas Bros. Import Co., at the Sales 
Executives Club of New York. 


Expensive Mailing 


tween program chairmen and their | The other day we received a 


intended victims are usually about | 8°Vernment check of $3 paying for 
as dull as anything that takes a subscription for one of our mag- 
place in the entire realm of con-_ azines. It came in a registered en- 
versation. _velope that had 30¢ postage on it. 
Don’t give your audience that Some important check. I wish we 
dreary old business about how in- | — pow y in ay selling i 
adequate you feel to carry out the, trial Publishing Co., Cleveland, in a 


mission you’ve been assigned. If. company bulletin, “One Publisher's 


Viewpoint.” 


- Rough Proofs 


Philco and Zenith don’t enthuse 
over Gen. Sarnoff’s statement that 
color television is the result of 
RCA research. They say it may 


have been a couple of dozen other 


fellows. 
* 

“The technician doesn’t have to 
be paid extra for a job the station 
is already paying him to do,” says 
an NARTB spokesman. 

Maybe he just sticks out his 
hand to see if it’s raining. 

C) 

Now the viewers with alarm on 
the 2ditorial pages can quit worry- 
ing about the morals of the office 
party until another Yuletide sea- 
sen comes into view. 

° 


“Aré we drinking too much?” 
asks a writer in the Chicago Sun- 
day Tribune. 
Not, according to the free load- 
ers, if it’s on the house. 

o 
“It’s a sign of prosperity when a 
man considers it a hardship if he 
has to drive a car without auto- 
matic transmission, power steer- 
ing and push-button windows. 


The champion Detroit Lions 
want it understood that it’s won- 
derful during the gladsome Yule- 
tide season to be able to enjoy life 
with Miller High Life. 


That “dream” Minneapolis agen- 
cy started off with a wonderful 
prospectus and a lot of prospects, 
and now all they have to do is to 
prove that the performance can 
come up to the specifications. 


The holders of u.h.f. tv licenses 
are beginning to wonder if they 
are destined to be numbered 
among the underprivileged of 
broadcasting, like the lonely fm 
stations. 


Donald O’Connor has been ap- 
pearing on so many tv programs 
that he’s already gotten wonderful 
mileage out of his prize from the 
Sylvania Television Awards. 


According to Candy Industry, 
the Wm. Wrigley Jr. Co. is plan- 
ning to spend $4,000,000 for ad- 
vertising in 1954, and maybe it 
could insert a line in some of the 
ads for the benefit of Cubs 
fans, “Wanted—hard-hitting cen- 
ter fielder.” 


A business publisher describing 
the man he is seeking for a sales 
job says, “He is willing to work 
in Chicago.” 

He might even be enthusiastic 
about working in Chicago. 


Copy writers have to think 
about the joys of air conditioning 
while the snow flakes are still 
falling, and at least one manufac- 
turer thinks he might be able to 
persuade consumers to do the 
same. 

e 

Pabst and Gillette forsook the 
box fights for Christmas carols 
during the holidays, and found 
it unexpectedly difficult to insert 
the commercials in that kind of 
program. 


Copy Cus. 
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the 5* Dimension 


PUTS MORE SELLING POWER IN YOUR HAND IN 


DELAWARE VALLEY, U.¢.A. 


THE GREATER PHILADELPHIA MARKET 


POPULATION 
Philadelphia area, over 4,500,000 persons 


RETAIL SALES 


Philadelphia area, over 4 billion dol- 
lars yearly 


MANUFACTURING 


Delaware Valley is World’s Greatest 
Industrial Area 


.+- and in 
DELAWARE VALLEY, 
The Philadelphia Inquirer 


STABILITY 


Diversifiedindustry means steady employ- 
ment, fewer fluctuations in labor force 
... always a sure market 


&| @| WH] S& 


is the first newspaper ! 


THE 
GROWTH Delaware Valley expansion hits the 3-billion-dollar bracket. 
FACTOR 


Capacity and potential —the growth factor—to keep sales climbing here as cost 


1% million families earn and spend in higher brackets, too. That’s 


today’s Valley! Tomorrow ...count on the “5th Dimension” 


for dynamic expansion per sale drops. THE PHILADELPHIA INQUIRER continues growing 


with the market, giving your advertising greater sales-value. 


Che Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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British Cereal Advertising Gains When 
Kellogg Unleashes Better Breakfast Drive 


MANCHESTER, ENGLAND, Dec. 30—,and provincial dailies and bus zines have been used for Chocolate 


Cereal advertising in Britain near- 
ly doubled this year, and Kellogg. 


sides to tell its story. A typical ad 
shows a picture of tea and toast 


candy firm. Color pages in maga- 


‘Krackolates—made 
‘flakes and Cadbury's 


theme has been a side campaign 


Advertising 


Age, January 4, 1954 


ers dominate the field and they Retail TV Set Sales Top 


that Kellogg started in September tend to use American advertising Radio Sets in First 10 Months 


with Cagbury Bros. Ltd., British 


with corn. 


Co. of Great Britain accounted for with the headline: “Breakfast on | cocoa. 


more than one-quarter of the total. | 

High prices of other commodities | 
have been partly responsible for. 
the wpsurge in cereal advertising. 
Ham-and-eggs, for example, is a 
traditional English breakfast, but 
few Britons can afford to keep up 
this tradition today. 

Eggs have been selling for 80¢ a 
dozen, making them almost a lux- 
ury item. Ham also has a fancy 
price-tag. And it is only recently 
that both have come off the ration 
list. 

As a result, the first meal of the 
day in many British homes has 
come to resemble the Frenchman’s 
coffee-and-roll breakfast, except 
that here it’s tea and toast. 


@ Into this breach stepped the 
Kellogg Co., whose factory outside 
of Manchester produces, on a 
smaller scale, many of the dry 
cereals made in Battle Creek, Mich. | 
—All Bran, Bran Flakes, Corn) 
Flakes and Rice Krispies. 

Market research sponsored by 
Kellogg’s confirmed the British 
trend toward smaller breakfasts. 
Government health reports pro- 
vided another cross-check. Kellogg 
also studied research done in 


MORNING ENERGY—Kellogg Co. of Great 
Britain takes space in magazines and news 
papers to get Britons to eat bigger break- 


fasts (with corn flakes, of course). 


America on the tendency of men 
and women to grab a light break- 
fast before rushing off to work. 

On the basis of these studies, 
Kellogg has launched a major ad- 
vertising drive for its corn flakes. 
The campaign, handled by J. Wal- 
ter Thompson Co., London, was the 
dominant cereal advertising in 
Britain during 1953. | 

Kellogg uses magazines, London | 


There's More 


to Florida Than 
Its Beaches ‘ 
is Peis 
Live Prosperously on 
Citrus and Cattle | 


In Central Florida — ‘ 
fhe Inland Market — 


aa 


THIS ALONE .. . hard to make, 


agencies. Kellogg’s principal com- 


has been concentrating its sales 
efforts on Quaker Oats. Quaker 


Bournville uses Erwin, Wasey & Co. and Foote, 


Cone & Belding. 
In the dry cereal field, Shredded 


the pace.” Below this is a picture # Figures published in the Statis-| Wheat Ltd. spent $157,000 adver- 
with Kellogg’s corn flakes added— tical Review of Press Advertising tising Shredded Wheat in newspa- 
and the headline: “Breakfast on show how the Kellogg campaign pers and magazines duning the 


THIS ... it’s a walkover!” 


Ads also have featured workers | 
at their jobs. A tea-and-toast post- | 
man is shown sagging under his) 


mailbag; the corn flakes postman 
looks hale and hearty. 

Copy has emphasized caloric 
value. For example: 

“Tea alone gives. practically 
none. A cup of tea with milk and 
sugar and a slice of bread-and-but- 
ter gives only 148 calories. Add a 
bowl of Kellogg’s with milk and 
sugar, and you get altogether 340 
calories—more than twice as much. 
No wonder they call Kellogg’s 
Calorific.”’ 

The only deviation from this 


vertising here. 

During the first nine months of | 
1953 a total of $1,519,000 was spent 
to advertise cereals in British} 
newspapers and magazines—com- 
pared to $887,000 in the same peri- 
od of 1952. Of this total, Kellogg's | 
Corn Flakes advertising totaled) 
$412,000, slightly more than 25% | 
of the industry’s spending. 


logg began to push Rice Krispies, 
the company accounted far more) 


than half of all cereal advertfaing. | Halsted & Van Vechten Moves 


Cereal marketing § in Britain | 
comes close to being an all-Ameri- | 


can affair. American manufactur- 


Erickson has this account. 
Alfred Bird & Sons Ltd.—a Gen- 
eral Foods company—spent $52,000 


on Grape Nuts through Young & 


Rubicam. 

Kellogg has been marketing in 
Britain for more than 25 years. 
Prior to 1938, when it opened a 
factory here, the cereals were im- 


ported from Canada. J. Walter 
In the third quarter, when Kel- Thompson Co. has held the ac-) 


count since 1938. 


Halsted & Van Vechten, Red 
Bank, N. J., agency, has moved to 
larger offices at 11 Wharf Ave. 


The retail sales of television sets 


-petitor is Quaker Oats Ltd., which during the first 10 months of 1953 


‘topped those of radio receivers, 
according to the Radio-Electronics- 
‘Television Manufacturers Assn. 
|The group reports that 4,922,128 
'tv receivers and 4,911,415 radios, 
‘excluding auto sets, were moved 
during that time through retail 
/outlets. This compares with 4,291,- 
893 tv sets and 4,877,059 radios 


has helped to revitalize cereal ad- first nine months of 1953. McCann- sold in the first 10 months of 1952. 


' In October, 621,768 tv sets and 
| 385,229 radios were sold at retail, 
‘compared with 753,953 television 
‘receivers and 650,898 radios sold 
‘in September. 


White Joins Ziv Television 

John H. White, formerly account 
executive of KMOX, St. Louis, has 
joined Ziv Television Programs 
Inc., as sales representative in St. 
Louis. 


Graphic Arts Assn. to Meet 

The Graphic Arts Assn. of Illi- 
nois will hold its 29th annual 
meeting and election of officers 
Jan. 18 at the LaSalle Hotel, Chi- 
cago. 


MARTIN 
BLOCK 


and his 
Make Believe 
Ballroom 


What an opportunity: Radio’s number-one salesman is now on New York's 
first station—WABC. Martin Block is in a class by himself! And has been for 18 
long years! No other disc jockey can match his fanatical following, or phenomenal 
sales successes; his afternoon program ranks consistently first or second in popular- 
ity. Now he’s bringing his unique appeal to a 64% larger audience... thanks to 
WABC’s impressive coverage (nearly 6,000,000 families in 89 counties). And you'll 
be surprised to find out how little Block costs to buy! Get the facts, figures, full in- 
formation. Call SUsquehanna 7-5000, right away. 
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Advertising Aye, January 4, 


Electrical Industry 
Forms Group to Sift 
Sales, PK Efforts 


CuiIcaco, Dec. 29—A “Confer- 
ence Group on Coordination of 
Electrical Industry Sales and Pro- 
motional Programs” has_ been 
formed by leading trade associa- 
tions ef the electrical industry. 

Behind its mouth-filling title, 
the Conference Group will oper- 
ate specifically to avoid costly 
duplication and “calendar con- 
flicts” in promotional efforts by 
the member trade groups. Gener- 
ally, the group’s function, in the 
words of its temporary chairman, 
J. R. Hartman, v.p. of Cincinnati 
Gas & Electric Co., will be to help 
the industry “get its desired share 
of the consumer dollar in the com- 
petitive era ahead.” 

As one of its first acts, the group 
has recommended to its member 
associations that “Electrical Mod- 
ernization” should be the basic 


1954 


| promotional idea for the industry. 
_ Charter members include Edison 
Electric Institute, International 
Assn. of Electrical Leagues, Na-| 
tional Appliance and Radio-TV, 
Dealers Assn., National Assn. of. 
Electrical Distributors, National 
Electrical Contractors Assn. and 
National Electrical Mfrs. Assn. | 


B. C. Remedy Boosts Hamlin 


W. T. Hamlin, western division 
sales manager of the B. C. Remedy 
Co., has been promoted to the 
new post of director of marketing 
and merchandising for the com- 
pany. Headquartering at the home 
offices in Durham, N. C., Mr. 
Hamlin will be concerned with 
the nationwide marketing and 
merchandising of B. C. headache 
powders and tablets. 


Southern Select to Anthony 


Galveston-Houston Breweries 
Inc., Houston, has named Anthony 
Co., Houston, to handle advertis- 
ing for Southern Select beer. “The 
most far-reaching promotional 
program in Southern Select’s his- 


tory” is being planned. 


GEORGE T. SHUPERT, v.p. in charge of 

ABC film syndication, has been named 

president of the Radio & Television Execu- 

tives Society. He replaces James M. Gaines, 

who resigned when a new job took him to 
San Antonio. 


De Martini, Freedman Merge 


The staff of David Freedman 
Advertising, Philadelphia, has 
been merged with De Martini As- 
sociates, also of Philadelphia. Mr. 
Freedman, who founded his agen- 


cy four years ago, will set up and 
administer a new division to serv- 
ice small-budget 


five years ago. 


Yacht Importer Names Agency 


Lymington Slipway, Wickford, 
R. I., importer and distributor of 
stock model and custom built 
yachts, hds appointed Fuehrer- 
Williams Co., Providence, to han- 
dle its sales promotion and adver- 
tising, which will include trade 
and consumer publications, news- 
papers and sales literature. 


Promotes Morley Hutchison 


Morley Hutchison, formerly cir- 
culation promotion supervisor in 
charge of sales and promotion, has 
been promoted to acting circula- 
tion manager of the Free Press, 
London, Ont., succeeding Jerry 
Loughlin, who has joined the pa- 
per’s editorial department. 


Hoffman Elected Silton V. P. 

Earle W. Hoffman, assistant to 
the president of Silton Bros., Bos- 
ton, has been elected a v.p. of the 
agency. 


Monday thru Friday 2:35-6:45 p.m. 
Saturday 10-12 noon, 6-7:30 p.m. 


NEW YORK, N. Y. 


accounts. De) 
_Martini Associates was established 


Ad Art Reprints to 


Be Featured During 
Morton ‘54 Campaign 


CuicaGco, Dec. 29—Morton Salt 
Co. will offer reproductions of four 
food still lifes to be used in its 
1954 advertising. 

The pictures of grapefruit, to- 
matoes, melons and popcorn were 
painted by Harriet and Bernard 
Pertchik. Consumers will be of- 
fered the four reprints of the art- 
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When it exins it pours 
" * ieee 


(without 


work 
for 25¢. Proof of purchase of Mor- 
ton’s salt will not be required. 
Four publications reaching 
small-town and rural markets will 
be added to the Morton schedule. 


advertisements ) 


They are Farm Journal, Grit, 
Household, and Town Journal. 

Ads also will run in American 
Family, Better Living, Ebony, 
Everywoman’s Magazine, Family 
Circle, Good Housekeeping, Life, 
Western Family and Woman’s Day. 

Three thousand outdoor loca- 
tions will carry the related item 
campaign. Newspaper comics page 
and women’s department space 
will be used in 700 markets. 

Needham, Louis & Brorby is the 
agency. 


Tryon to Dix & Eaton 


Richard R. Tryon, formerly on 
the public relations staffs of the 
National Assn. of Manufacturers 
and the National Lumber Manu- 
facturers Assn., has joined Dix & 
Eaton, Cleveland agency. 


WKAL Appoints Jeske 


Fred Jeske, formerly with 
WNDR, Syracuse, has been ap- 
pointed manager of WKAL, Rome, 
N. Y. 


anyone can do 


Hand-Lettering 


with a 


eee Ss 


VARiGRAPH 


LETTERING INSTRUMENT 


ra 


All the ‘‘heads'’ and sample 
styles in this ad lettered 


Sans.se,it by Varigraph 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 
For complete information write Dept. 151 


VARIGRAPH CO., INC. 


MADISON. 1, WISCONSIN 
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Birds a 
of a feather 
- who enjoy life 

together! 


Fraternally-minded Elks can afford 
all that goes into pleasurable living — 
travel, sports, hobbies, entertainment. 
Investigate this million-strong 

male market where the family income 
in far above average... 

where the telling-selling cost is only 


$2.25 per page per thousand. 


LP-Gas Plans to | 
Use 52 Magazines 
for Ad Campaign | 


CuHicaGo, Dec. 29—The LP-Gas 
Information Service, Chicago, an- 
nounced last week that its ad- 
vertising program in February, 
March, April and May will include 
insertions in 52 national, sectionai 
and state magazines. 

The program will mark the 
completion of the fourth year of 
advertising by the liquefied pe- 
troleum gas industry under its co- 
operative national promotional 
campaign. The program is co- 
sponsored by the Liquefied Petro- 
leum Gas Assn., Natural Gasoline 
Assn. of America and Gas Appli- 
ance Manufacturers Assn. 

“Better Living for Sure... with 
Dependable LP-Gas” will be the 
headlined theme of the domestic 
consumer ads. They will appear in 
Capper’s Farmer, Country Gentle- 
man, Farm Journal, Successful 
Farming, Grit, Household, Town 
Journal, American Home, Better | 
Homes & Gardens, Good House- | 
keeping, McCall’s and The Satur- | 
day Evening Post. 

National, state and_ regional | 
farm publications will carry ads. 


| stressing the advantages of LP-gas 
/cooking. Buchen Co., Chicago, is | 


the agency. 


Apex Schedules Newspapers _ 

Apex Electrical Mfg. Co., Cleve- | 

= will spend approximately | 
oO 


THE MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


of its 1954 advertising ap-| 
propriation in newspapers, an in-| 


| crease of about 17% over 1953 ex-| 


penditures in the medium. Aug-| 
/menting the newspaper campaign | 
_ will be magazines and dealer and) 


/consumer merchandising programs. | 


YOU MIGHT SKATE FIVE MILES IN 14-1/2 


If you want to break 
remember this: 


GRAND RAPIDS-KALAMAZOO AREA PULSE 
SHARE OF AUDIENCE — 


MON. - FRI. — FEBRUARY, 1953 


6 a.m. - 12 noon - 6 p.m. - 
et _ noon | 6 p.m. 12 midnight — nighttime 

WKZ0-WJEF 41% (a) ay, 40%, 2 

STATION ‘‘B"’ 13% 13% 7% ‘ 

STATION ‘‘C"’ mY, 7% 12% 

STATION ““D" % ™% 9% Rapids! 
(a) Does not broadcast for complete period and 3 

e 


the share of audience is unadjusted for this 
Situation. 


-Tv~ 
a) 


NM, 


rc 


She Fel vor Nations 


WKZO — KALAMAZOO 

WKZO.TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN.-TY — LINCOLN, NEBRASKA 
Associated with 

WMBD — PEORIA, ILLINOIS 


* Ross Robinson set this record on February 12, 1927, at Lake 


CBS RADIO 
KALAMAZOO 


| 


MINUTES*— 


BUT. e e YOU NEED WKZO-WJEF RADIO 
TO BREAK RECORDS 
IN WESTERN MICHIGAN! 


sales records in Western Michigan, just 


homes! 


WKZO-WJEF give you 70.8% more morning lis- | 
teners, 105.0% more afternoon listeners and 37.9% | 
more evening listeners, than the next-best two-_ 
station combination in Kalamazoo and Grand 


On a per-thousand basis, WKZO-WJEF cost 48.5% 
less in the morning, 54.7% less in the afternoon | 
and 23.9% less at night, than the next-best two- 
station choice! 


Ask your Avery-Knodel man for all the WKZO-WJEF facts. 


WKZO-WJEF 


CBS RADIO 
GRAND RAPIDS 


Avery-Knodel, Inc., Exclusive National Representatives 


Placid, New York. 


1. The March, 1953 Nielsen Report credits WKzO, | 
Kalamazoo, and WJEF, Grand Rapids, with a 12- 
county audience of 151,050 daytime homes, 130,530 


Advertising Age, January 4, 


1954 


Getting Personal 


Florence Gardner, the San Francisco Adclub’s executive secretary 
for the past 35 years, celebrated Christmas in Hawaii during a two- 
week expense-paid vacation trip given her by the club in appre- 
ciation of her services. In addition, she was given two complete 


YOUNGEST?—Here’s Nancy Kent Martin, 
of Lynchburg, Va., who began her career 
as a parttime helper while she was in 
school and now, at 17, is ad manager of 
Baldwin's Department Store in the Vir- 


wardrobes—one chosen in 
S.F. and the other in Hono- 
lulu. The presentation was 
made by John Hoefer, club 
president and v.p. of Hoefer, 
Dieterich & Brown. Arthur 
Arlett, former San Francis- 
can and now with West- 
Marquis, Los Angeles, flew 
to San Francisco, donned a 
red suit, and played Santa 
for the occasion ... 

Basil Caummisar, promo- 
tion manager of the Louis- 
ville Courier-Journal and 
Times, has been appointed 
by Gov. Lawrence Wetherby 
to membership on the Gov- 
ernor’s Committee on Em- 
ployment of the Physically 
Hafidicapped .. . 

John Tatigian, president 
of Peter Paul Inc., Nauga- 
tuck, Conn., candy company, 
has been elected to the board 
of directors of St. Mary’s 
Hospital in his city . .. Ed 


Lytle, radio and tv direc- 
tor of Western Advertising 
Agency, Los Angeles, spent the holidays convalescing at his Reseda 
home following surgery at Valley Hospital, Van Nuys... 

Almost a Christmas baby was Gardner William Goetze, born a 
couple of weeks ahead of Santa Claus Day to Mr. and Mrs. William 
E. Goetze. Bill is a partner in Elliott, Goetze & Boone, San Fran- 
cisco... 

Ken Schoen, account executive at J. B. Bradford & Co., Nashville, 
and Mrs. Schoen have adopted a red-headed baby boy. They named 
him Patrick Edward... 

Ed Kobak, president of Advertising Research Foundation, New 
York, left on Dec. 19 with Mrs. Kobak for a holiday in Honolulu. 
They expect to be back about Jan. 24... 

Newsweek president Malcolm Muir has been named chairman of 
the committee of business and advertising executives which will 
plan Brand Names Day-1954. The event takes place April 28 in 
New York... 


ginia city. 


THE SIZZLER—Sizzel Ranch in Dallas sets the scene and Elmer Wheeler (left) and 

Bob Herz seem to be enjoying their script during the shooting of the Moremost 

Dairies version of the new color film, “Selling the Sizzle.” The Wheeler-Herz team 

has also released the Salesmaker Seven educational series of printed bulletins based 
on the five ‘‘Wheelerpoints’’ of selling. 


The Cleveland Institute of Art credits George Lezius, president 
of Lezius-Hiles Co., Cleveland printer, for establishment of a series 
of graphic arts awards the company is sponsoring. Three cash 
awards totaling $1,500 are being offered for the annual faculty show 
in February; $500 for three prizes for a special competition for all 
enrolled students, in March; and a tota! of $1,000 for three awards 
for the annual student show, which is part of the commencement 
ceremonies in June... 

Advertising and publishing people play a leading role in the 
annual drive of the Arthritis & Rheumatism Foundation’s New York 
chapter. They include James A. McGarry, assistant to the president 
of BBDO; Matthew Gliedman, president of the Colorplate Engrav- 
ing Co.; Vincent Ross, vice-chairman of the board, Prentice Hall, 
and Iron Age editor Thomas Campbell... 

National Assn. of Radio & Television Broadcasters prexy Harold 
E. Fellows heads up the radio-tv committee for the March of Dimes 
campaign for the fourth consecutive year. Seven other executives 
from all networks are serving on his committee... 

Dolly Banks, general manager of Station WHAT, Philadelphia, 
has been chosen as one of the seven national winners of the third 
McCall’s “Mike” Award to women in the broadcasting industry. 
She is the first Philadelphia woman to win it... 
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A true confession from Crue Confessions 


For years we have been looking you right in the eye, and talking about the women 
who live on the wrong side of the railroad tracks. Well, we want you to know 
there no longer is a wrong side of the railroad tracks. Or a right side, for that 
matter. All kinds of people are living on all sides of the tracks these days — in 


Westport and Winnetka — and it’s a happier thing for everybody that they are. 


Another thing. Up to now we've been pretty snobbish about our audience . . . and 
we've been wrong. Awfully wrong. There's nothing any better about a woman who 
reads True Confessions than one who reads the Journal or McCall’s. In fact, if you 
see any of our girls in a group of females at the supermarket or drug store, you 


couldn’t tell them apart. 


Nor could you tell who she was or what she read if you rang the doorbell of her new 
ranch house. Sure, she’d answer the door, as what lady doesn’t these days? (Servants? 
Who has servants?) But now, take one look . . . then guess her education, her family 
income, how many children she has, and whether her husband goes to work carrying 


a brief case or a lunch pail. 
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What’s happened to the wage earner market these past dozen years? We'll tell you 
what’s happened. It’s melted right into the rest of the American marketplace so 
neatly, you can’t tell whose dollar you're putting in the bank anymore. The war, 
the GI bill, VA loans, the whopping increase im workers’ wages (15004 and more), 
the 40-hour week, mass housing, more automobiles, more leisure and a hundred 


other factors . . . these are some of the dynamic things that have happened. 


Democracy’s been at work shuffling the cards. We once told vou, in effect at least, 
you wouldn't see our women and their husbands at the Stork Club or the Pump 
Room. Well, we're not so sure anymore. Goodness knows they can afford it if they 
want to. We said Coney Island was their big summer habitat. Hooey! Bigger and 
better vacations are the order of the day. ‘Their motor cars take them wherever they 
want to go. And speaking of cars—brokers aren't the only people who buzz about 


in Buicks. 


‘Thus, the case for ‘True Confessions becomes so much casicr to understand. No 
more reverse-snob appeal for us. ‘The stark simplicity of our story is that women 
want this particular magazine because it packages an editorial content they happen 
to like to read, and is available to them only in their own kind of a magazine. If vou 
remember nothing clse about ‘Truc Confessions from here on in, please chew on 


these next 80 words in italics... 


True Confessions is an active adult audience of 1,700,000 women . . . the fourth 
largest women’s magazine on the newsstands. An audience barely kissed by the 
women’s service books or grocery store magazines . . . 2 percent to 13 percent dup- 
lication is the range. An audience predominantly (better than 55 percent) in the 
best-spending, acquisitive age bracket—18-35 ... 8507 married, with a median family 
income of $3,510... the second largest number per houschold of children of any 


publication studied by Starch. 


Most of these women you just can't reach anywhere else. Not even TV delivers 
them with any surety. And the hard facts are, you can’t do a low-cost, high volume 
merchandising job without them. They can be the difference between profit and 
loss at the close of your sales year. For food and houschold items, drugs and cos- 
metics, appliances and all the other necessaries, they'll more than hold their own 
against any other market. Lots of high class, intelligent people like Borden, Gerber, 


Coty, Pond, Modess, Kraft, Clorox think all this makes sense. 
Before we shut up, we should mention we have two fine contemporaries in our field. 
If you take what we've been saying as seriously as you should . . . you'll use them, 


too. But for heaven’s sake, don’t forget to lead off with a fat schedule first in True 


Confessions. ‘Thank you. 


‘Crue Confessions 


one of the Fawcett family of “best sellers” on America’s newsstands 


NEW YORK ° CHICAGO ° LOS ANGELES ° SAN FRANCISCO . DETROIT 
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Old Favorite Food Items Lose Ground to | 
Newer Products, Cleveland Survey Shows 


CLEVELAND, Dec. 29—The house- | 


wife’s fancy is being constantly | 


during the year. Scouring powders 
| dropped 9% during the period. 
changed by grocery advertising, Chain groceries led all outlets 
merchandising, packaging and new in all but three items—white bread, | 
food products and preparations. household waxes and polishes and | 
During a recent 12 months in| liquid bleaches. Independent stores 
Cleveland such old standbys as all- and “other places” registered sales 
purpose flour, hot cereals, white of 76.4%, 51.3% and 65.6%, re- 
bread and bar soaps suffered de-| spectively, for these products. | 
clines in sales. Moving up were A closer look at the 100 pages of | 
cake mixes, frozen foods and de-|tables and charts discloses: 
tergents, which made phenomenal! All-purpose flour dropped 8% | 
gains. 
These trends are underscored in| previous 12 months; packaged scap | 
the sixth annual Cleveland Con- sales, down 28%; detergents, up 
sumer Panel report on grocery- 29%; hot cereals, down 12%; white | 
store buying of 500 representative | bread, down 142%, and bar laun- 
families. The continuing study is' dry soap, off 29%. 
conducted for the Cleveland Press 


|below the quantity bought in the) j 


IMPROVERS—On hand for a meeting of the American Assn. of 
Advertising Agencies’ committee for the improvement of adver- 


Advertising Age, 


Thomson, Calkins 


Batten, Barton, Durstine & Osborn. Standing are 


& Holden, 


1954 


January 4, 


George F. 


Carlock, McClinton & Smith; 


by the business research bureau 

of Western Reserve University. 
Surveying more than 500 brands 

in 44 grocery classifications, the 


ws In ground coffee, A. & P.’s Eight 
O’Clock led with 11.8% of total 
sales, followed by Maxwell House, 
10.8%, and Four Roses, 10.5%. In- 


tising content were (front row, from left) Otto W. Prochazka, 
Anderson & Cairns; James D. Parker, Don Kemper Co.; Ken R. 
Dyke, Young & Rubicam, who is chairman, and Keith K. Kimball, 


Franklin C. Wheeler, Brisacher, Wheeler & Staff; Henry O. 
Pattison Jr., Benton & Bowles; Hovey Hagerman, MacManus, 
John & Adams, and Carr Liggett, Carr Liggett Advertising. 


largest list yet, the consumer panel 
scores the sales volume, brand 
share of market, place of purchase, 
brand loyalty, etc., which the typi- 
cal householders rang up from 
October, 1952, through September, 
1953. 


|stant coffee sales were Nescafe, 
40.2%, Maxwell House, 18.2%, and | 
Borden’s, 11.9%. Packaged tea. 
leaders were Lipton’s, 27.3%, A. & | 
P.’s Our Own, 19.5%, and Salada, 
12.8%. 
| Quaker Mother’s Oats stayed out 
_ |in front of the declining hot cere- | 
s Butter sales are shown leveling | als, with 45.8% of sales, leading 
off after the first impact of legal- Cream of Wheat, 15%, and Sunny- 
ized colored margarine in Ohio. | ¢iejq Oats, 4.7%. In cold cereals, 


on top with 19.2%, ahead of Birds 
Eye, 11.8%, and Stokely Honor 
Brand, 9%. 

Carnation canned milk slipped 
from 42.4% to 39.5%, but led Gold 
Cross, 31.9%, and A. & P. White 
House, 10.7%, which nudged Pet, 
9.4%, into fourth. 


e Star Kist, Chicken of the Sea 
and Far Fames finished 1-2-3 for 


Ad Council Gives Top Priority 
to Civil Defense Campaign 


Priority support for the first six 
months of 1954 has been given to 
the Advertising Council’s cam- 
paign on civil defense by the bus- 
iness paper advisory committee. 

A kit of 7x10” ads, prepared by 
the volunteer agency, Batten, Bar- 
ton, Durstine & Osborn, has been 
distributed to business publica- 
tions by Nelson Bond, v.p. in 


Oleo sales also were up slightly Corn Flakes was a 15.8% favorite, C@mmed tuna, with 35.1%, 19.6% |charge of advertising, McGraw- 


|ahead of Rice Krispies, 7.1%, 


and | 
|Sugar Frosted Flakes, 3.1%. 


and 5.4%, respectively. 
Pard canned dog food held first 


Shortening leaders were Crisco, | 


| Hill Publishing Co., and chairman | 


of the committee. 


with 24.1%, followed by Rival, | 


St. Louis BBB Sets 
Up Rules to Guide 
TV Set Advertisers 


St. Louis, Dec. 29—This city’s 
Better Business Bureau _ has 
charged that television set adver- 
tising “is anything but desirable” 
/and has issued the following set of 
'rules to guide tv advertisers: 
1. Ads should state clearly if a 
‘later model than the set pictured 
is for sale, and should also tell if 


‘the advertised model has been dis- 
continued. 
| 2. “UHF-VHF” dialing should 


45.1%, Spry, 22.4%, and Swift’ning, |17-2%, and Ken-L-Ration, 13.8%. | ‘Banking’ Promotes 3 Execs 


- .’|In dry dog foods, Gaines, with 
10.2%. Cooking and salad oils: | : ’ : John J. McCann, western adver- 
atl & | 22.7%, led Milk Bone, 12.5%, and tising manager of Banking, maga- | 


with 44.5%, took first 


| 
1 
| 


For two years now— 
come snow, rain, sleet 
or ice, 'Yonne has 
been making his 
rounds to 10% of all 
the Grocery Stores in 
Bayonne... keeping / > iam 
detailed records of = 
specific items in 10 week continuing surveys. | 

Weekly sales are tabulated by brands, 
by type of outlet, size of package and 
other pertinent data. 


= 


Call or write for complete details 


place from Wesson, which had/§ 
24.8% this year. 


gw In cake mixes, Pillsbury’s, with. 


26.6%, went ahead of Betty Crock- | 
-er, with 21.6%, as Duncan Hines, | 


with 17.5%, passed Swansdown, 
with 16.1%. | 
Among the booming detergents, | 


Tide dropped from 39.6% to 29.4%, 
‘but kept ahead of Cheer, with 


17.6%, and All, 11.5%. Surf, 8.8%, 

slid from third to fourth place. 
Frozen vegetable leaders were 

Birds Eye, with 38.7%, Snow Crop, 


16.5%, and Stokely, 14.2%, the, 
same order as the previous year.) 
Keeping their same ranking in' 
frozen fruits were Birds Eye, 15%; 

BAYONNE, NEW JERSEY Sparklet, 14.8%, and Snow Crop, 
NATIONALLY REPRESENTED BY 8.3%, which lost volume to a panel | 

B re) GS NER & M A R TI N | BEwcomer, Driscoll, with 7%. In| 
|frozen juices, Snow Crop stayed 


“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 


THE BAYONNE TIMES 


| 
| 


AH | MORNING, GUBERHITE --- 
* SAY, GOT A NEW SLANT 
FOR THAT COPY YOU WROTE 


- LAST NIGHT / 
*% aX : 


1 a } 
! 


y —t 
j A Bassas —- = | 


| 
| 


MATS * PLASTIC PLATES + ELECTROTYPES 
+ 


MATRIX COMPANY 


WABASH 2-1204 + 517 SOUTH JEFFERSON ST.. CHICAGO 7, LL. 


Gro Pup, 11.9%. 

Among packaged soaps, Rinso, 
31.4%, held first place, ahead of 
Duz, 13.5%, as Oxydol, changing 
to detergent formula, dropped to 


fifth. In third and fourth positions | 


were Ivory Snow, 10.4%, and 
Ivory Flakes, 6.2%. 


Cake toilet soap leaders were 


Ivory, 34.9%, Sweetheart, 12.3%, 
and Camay, 9%; scouring powders. | 
Ajax, 45.8%, Bab-O, 14.4%, and) 


Swift, 11.9%. 


w Climalene, with 47.1%, kept its 
lead among water softeners, fol- 
lowed by Calgon, 11.2%, and Sof- 
to, 9.7%. 

Clorox, 20.4%, 
liquid bleaches, Excello, 10.6%, 
was second, going ahead of Roman 
Cleanser, 10.3%. 

Three new panel items were: 
Aluminum foil, led by Reynolds. 
47.3%, Minerva, 16.7% and Magic 
Foil, 1.2%; paper towels, with Scot. 
73.8%, Charmin, 9.7%, and North- 
ern, 6.8%, at the top, and pow- 
dered milk, paced by Starlac. 
54.7%, White House, 34.1%, and 


Pream, 4.5%. 


Vending Machines Gross 
Sales Reach $1.3 Billion- 


Vending machines are currently 
grossing sales of more than $1.3 
billion annually, according to the 
1954 edition of “The Directory 
and Source Book of the Coin Ma- 
chine Industry,” published by 
Coin Machine Review, 1115 Venice 
Blvd., Los Angeles. The publica- 
tion credits vending machines with 
selling 17% of the total candy bar 
volume, and with 20% of the cig- 
aret sales, and estimates that some 
2,750,000 machines annually make 
a total of 20 billion individual! 
sales. 

Amusement,’ vending and serv- 
ice devices around the world are 
listed in the directory, as well as 
some 1,000 jobbers and distribu- 
tors who sell and service them. 


Sears to Open Store in Peru 


Sears, Roebuck & Co., Chicago 


‘has purchased a Lima, Peru, site 


for the construction of the com- 
pany’s first retail store in that 
country. With the opening sched- 
uled for midyear, 1955, the edifice 
will house a large department 
store containing modern shopping 
and parking conveniences. When 
the store is completed, Sears wil! 


/have retail units in six foreign 


countries. 


ranked first in | 


zine of the American Bankers 
Assn., New York, has been pro- 


moted to advertising manager, | 


effective Jan. 1. Mr. McCann suc- 
ceeds Prentiss Jackson, who is re- 
| tiring. At the same time, John R. 
Prann and Robert J. Stiehl, east- 
ern representatives of the maga- 
zine, will be promoted to assistant 
advertising managers. Mr. Stiehl 
will continue to direct Banking’s 
educational displays. Mr. McCann 
will remain at the association’s 
Chicago office in his new position, 
while Mr. Prann and Mr. Stiehl 
= remain in the New York of- 
ice. 


! 


Buys ‘Industrial Sports’ 


Fairfield County Publications, 
Fairfield, Conn., has bought In- 
dustrial Sports & Recreation, ed- 
ited for employe athletic and rec- 
reational activities executives, 
from its Pittsburgh owners. Ches- 
ter LaRoche, Southport, Conn., 
will serve as publisher. William B. 
Cecil, formerly promotion mana- 
ger and eastern advertising man- 
ager of Modern Industry and 
Dun’s Review, becomes advertising 
director. 


McCreery Closes in N.Y. 


James McCreery & Co., New 
York, 116-year-old department 
store, has gone out of business. 
Last owned by Associated Dry 
Goods Corp., the store was sold in 
October to Webb & Knapp, real 
estate operator. After Feb. 1, the 
store will be leased to Ohrbach’s 
Inc., a specialty shop. 


'not be included in the ad unless 
‘such facilities are actually built 
into the set and quoted in the price. 

3. When an illustration is used, 
|dealers should make certain it :s 
'clear that the advertised selling 
price refers to the set pictured. 

4. Do not quote monthly or 
weekly payments without refer- 
ence to the down-payment or 
trade-in required as down-pay- 
ment. 

5. Descriptions of cabinets 
should be accurate, and should 
state if they are made of plastic, 
metal or masonite, instead of 
! wood. 

6. The size of the picture should 
|be stated by giving the lo..gest 
‘dimension of the tube. The screen 
{area in square inches also should 
|be given. 

7. The terms of the warranty or 
guarantee should be explained 
completely. 

The BBB of St. Louis also asks 
that trade-ins be made on an 
equitable basis with regard to the 
condition of sets, and urges each 
dealer to do his best to correct 
misleading advertising. 


| 


Grant Appoints Giesy 

John A. (Jack) Giesy, formerly 
| account executive and production 
manager of House & Leland, Port- 
land, Ore., agency, has been named 
manager of the Portland office of 
Grant Advertising. 


HOIST YOUR SALES 


With this ever- 
popular premium 


This reasonably priced premi- 
um will really stimulate sales. 


Assorted colors and designs — 
Eye catching colors. Individually 
rolled and banded—lllustrated 
directions on each kite. 


Write for full particulars 


2300 N. Knox Ave., 
| Chicago 39, Ill. 


YOUR PRODUCT 


NORTHWESTERN KITE CO. 


ADVERTISED 
HERE 


Model 
Shown 
31%" x 27%" 
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Advertising Age, 


26 Stations Set 


for New Negro 
Radio Network 


CuicaGco, Dec. 29—Names of 26 
of the 45 radio stations in the first 
Negro radio network have been 
announced by Leonard Evans, 


January 4, 


president. The National Negro 
Network will begin broadcasts 
Jan. 18. 


Mr. Evans said the names of 19 
stations will be withheld pending 
formal signing of contracts. Sta- 
tions which already have signed 
contracts are: 

WOV, New York; WHAT, Phil- 
adelphia; WSID, Baltimore; 
WOOK, Washington; WJLB, De- 
troit; WMJO, Cleveland; WERD, 
Atlanta; WDIA, Memphis; WMRY, 
New Orleans; KCOH, Houston; 
KTRS, Kansas City; WCIN, Cin- 
cinnati; WLOO, Louisville; 
WMBM, Miami; WOBS, Jackson- 
ville, Fla.; WGES, Chicago; KENT, 
Shreveport; WRMA, Montgomery, 
Ala.; WBCO, Birmingham; WMOZ, 
Mobile, Ala.; WSOK, Nashville; 
WPAL, Charleston, S. C.; WMFS, 
Chattanooga; WJXN, Jackson, 
Miss.; WJIZ, Savannah, Ga.; and 
WANT, Richmond. 


= Mr. Evans said that all the sta- 
tions have carried Negro programs 
in the past. 

In addition to Mr. Evans, who 
is an account supervisor for Ar- 
thur Meyerhoff & Co., Chicago 
agency, network founders and of- 
ficers include Reggie Schuebel and 
John M. Wyatt, partners in Wyatt 
& Schuebel, New York radio-tv 
consultant. Miss Schuebel is v.p. 
and treasurer of the network, and 
Mr. Wyatt is executive v.p. 

The board of directors will con-: 
sist of Cab Calloway and repre- 
sentatives of member stations. The 
network expects to reach 12,000,- 
000 of the 15,000,000 Negroes in 
America, Mr. Evans said. 


= During its first year of opera- 
tion the network will broadcast 
four daily quarter-hour serials and 
five weekly half-hour dramatic 
presentations. 

Pet Milk Co. and Philip Morris 
are scheduled to sponsor ‘Rub: 
Valentine,” a soap opera, and Hil- | 
da Simms, Negro actress, has been 
signed for a daytime serial, nee 
“Kathy Stewart.” 

Among the half hour shows will | 
be “It’s a Mystery, Man!” with 
Cab Calloway. Arrangements are 
not complete for the Seman | 
programs. 


Sportsvision Plans S. F. 
Move; Appoints Norrie West 


Sportsvision, Hollywood, tv film 
and sales company, 
San Francisco Jan. 1. 
pany, representing the Pacific 
Coast Conference, recently signed | 
an agreement with KGO-ABC to 
handle telecasting of all spring 


sports activities at both Stanford | 


University and the University of 
California. 
Norrie West, formerly director 


of public relations for the San) 


Francisco Seals, was named to di- 
rect publicity and sales promotion 
for Sportsvision. 


Kastor, Farrell Names Three 

Kastor, Farrell, Chesley & Clif- 
ford, New York, has announced 
the appointment of Robert Saw- 
yer, formerly with Kenyon & Eck- 
hardt, in tv continuity and produc- 
tion, and Leslie C. Bruce Jr., pre- 
viously with Sherman & Mar- 
quette, and Lloyd Curtiss Jr., for- 
merly with Colgate-Palmolive Co., 
to its account executive staff. 


Mogul Appoints Dubeck 


Frank J. Dubeck has_ been 
named comptroller of Emil Mogul 
Co., New York. He _ formerly 
served in a similar capacity for 
Paris & Peart. 


moved to, 
The com- | 


1954 
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S. F. Milline Club Elects 

Henry Bucello, Bank of Ameri- 
ca, has been elected president of 
the Milline Club of San Francisco. 
Other officers elected are Ron 
Naise, Brisacher, Wheeler & Staff, 
v.p.; Heber Smith Jr., secretary, 
and John Burke, treasurer. 


To Represent ‘Daily Signal’ 

Gilman, Nicoll & Ruthman, San 
Francisco publishers’ representa- 
tive, has been named to repre- 
sent the Daily Signal, Huntington 
Park, Cal. 


Hunter Named Copy Head 

Hester Hunter has been named 
copy chief of Hoefer, Dieterich & 
Brown, San Francisco. 


Linage for November 
Shows Big Gain 


New York, Dec. 29—Newspaper 
advertising in November was up 
6,473,048 lines over the same 
month last year, according to Me- 
dia Records’ 52-city check. Biggest 
gains were registered in the auto- 
motive, financial and _ general 
classifications. 

Automotive linage was up 17.2% 
—1,844,553 lines better than last 
year’s 10,734,294. Financial racked 
up a 16.2% increase, going from 2,- 
400,141 to 2,788,887 lines. General 
advertising jumped from 34,359,305 


lines to 37,773,138 lines. 
Year-to-date figures show news-_ 
"paper advertising is 4.4% ahead of 
1952, with a total of 2,386,371,115 | 
lines as against 2,285,595,189 lines. 


Wiley to Ruthrauff & Ryan 

John Jay Wiley, formerly man- 
ager of the San Francisco office 
of Kenyon & Eckhardt, has joined 
Ruthrauff & Ryan, San Francisco, 
as account executive and member 
of the plans board. 


Kimball Shifts Hosking 


Abbott Kimball Co., San Fran- 
cisco, has transferred Cliff Hosk- 
ing to its Los Angeles office where 
he will serve as account executive. 
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Mrs. McGinty to Browne 


Mrs. Lois P. McGinty, formerly 
/assistant to the media director of 
MacFarland, Aveyard & Co., Chi- 
cago agency, has been appointed 
director of media and production 
for Burton Browne Advertising, 
Chicago, succeeding Laura Fisher, 
who has resigned. 


PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain on- 
location phetes, reports, and releases for adver- 
tising, editorial and research purposes. 

For more information write er phone 


SICKLES ag gy Bas a ty — 
38 Perk Place, Newark 2, N. 
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90.7% 


of all Honolulu 
families buy wieners 
or frankfurters 
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96.7% 


of all Honolulu 
families buy 
tooth paste 


98.2% 


of all Honolulu 
families own mechanical 
refrigerators 


97.9% 


of all Honolulu 
“families use 
waxed paper 


' Musslesies ; 
Line Up 


<> 
26.5% 
of all Honolulu 


families buy 
Scotch whiskey 


@& 
88.3% 


of all Honolulu 
families buy 
headache remedies 


Le 
98.5% is 


of all Honolulu 
families buy 
_ canned soup 


© 
91.9% 


of all Honolul 
families buy 
packaged coffe 


ion 


* 1953 Consumer por. 
Honolulu, Hawaii, U.S.A. 
—more than 80% of Hawaii's 
retail sales are 
<n in Honolulu. 
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95.7% 99.0% 
of all Honolulu of all Honolulu 
families buy soap families buy 
for fine fabrics catsup 


<> 
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Hawthorn Books to Spier 


Hawthorn Books, New York, 
has named Franklin Spier Inc., 
New York, to handle its advertis- | 
ing. Maxwell Sackheim & Co., 
New York, formerly handled the. 
account. 


Names Strauchen & McKim 


Verkamp-Withrow Oil Co., pro-. 
ducer of V-W Fleet-Wing gasoline, 
V-W motor oils and V-W fuel oils 
for industrial heating, has appoint- 
ed Strauchen & McKim, Cincinnati, | 
to handle its advertising. 


Kelly, Nason Elects 2 V. P.s 


John H. Morris and Howell E. 
Rees have been elected v.p.s of 
Kelly, Nason Inc., New York agen- 
cy. 


We’re after you 


__ |__for over a year now 


e You should be tired by now holding 
out so long. Why not send for that 
SAY P. pamphlet of before-and-after now? 


WALK advertising typography 
11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


Helene Curtis Sets 
Ad Drive for New 


‘Lanolin Discovery’ 


Cuicaco, Dec. 29—During the 


first three months of 1954, Helene 


Curtis Industries will use spreads 
and full pages in Life and This 
Week Magazine and full pages in 
51 metropolitan newspapers to 
promote its new product, Lano- 
lin Discovery, a preparation for 


conditioning and grooming the 


hair and scalp, which is packaged 
in an aerosol spray container. The 
new product also will be pro-. 
moted on the half-hour television | 
show, “Down You Go,” over the 
DuMont network. 

The company has been testing 
the product since last fall in Cleve- 


_land, Providence and Washington. 


@ Copy will be headlined “Up to 
10 Times More Absorbable—Up to 
10 Times More Effective for Scalp 
and Hair.” The body of the copy. 
will say that lanolin products up| 


to now have all contained 80% to 
90% of other ingredients which 
are non-absorbable-—such as oils 
and grease—and. therefore, have 
provided only 10% to 20% ab- 
sorbability of the lanolin. Lanolin 
Discovery, according to the com- 
pany, is 100% absorbable. 

Ruthrauff & Ryan is the agency 
for Lanolin Discovery. 


Monsanto Names Cornwell 

Franklin J. Cornwell, formerly 
manager of the franchise stores 
division of Brown Shoe Co., St. 
Louis, has been named general 
sales manager of the merchandis- 
ing division of Monsanto Chemi- 
cal Co., St. Louis. 


Jewelers Name Bo Bernstein 


The New England Manufactur- 
ing Jewelers and_ Silversmiths 
Assn., Providence, has named Bo 
Bernstein & Co., Providence, to 
handle its advertising. 


Bolgard Elected Agency V. P. 
Clifford E. Bolgard, media di- 
rector for Sherman & Marquette, 
Chicago, since 1948, has been 
elected a v.p. of the agency. 


Advertising Age, January 4, 


1954 


Columnist Objects to Beer-Drinking 
on Video; Brewer's Adman Agrees 


CLEVELAND, Dec. 30—Even 
jthough his agency handles a 
brewer’s account, Adman W. J. 
Sylvester publicly agreed this 
week with a critic of beer adver- 
tising. 

Mr. Sylvester, v.p. 
Sylvester & Walsh, agency for 
Standard Brewing Co. (Erin 
Brew), wrote a letter to the 
Cleveland Plain Dealer in answer 
to a column by George E. Condon, 
radio-tv editor of the paper, who 
teed off on  beer-drinking an- 
nouncers. 

In his answer, Mr. Sylvester 
declared that “the Brewers Foun- 
dation of America is completely in 
agreement with your opinion... 
At long last we have a columnist 
in our corner.” 

But, said the adman, his agen- 
cy’s video blurbs for Erin Brew 


of Gerst, 


nLEEN-oTlh 


THE MOISTURELESS, 


SELF-STICKING ADHESIVE 


@ Efficient, stay-put Kleen-Stik on your P.O.P. 
wins on-the-spot display in any location. Makes every 
place an advertising space. Up, fast and easy! Simply 
remove the Kleen-Stik protective covering and press the 
piece in place! No messy glue, water, tape, hammer, 
tacks or fuss! No damage! Peels off when desired 
. -. won’t mar the finest finish! 


NO DEALER RESISTANCE, EASY ON YOUR FIELD MEN! 


KLEEN-STIK is the magic that makes any 
point-of-sale piece a complete, self-contained unit — 
ready to put up. Stays up through heat, cold and long 
display. Why not use its powerful influence on your 
dealers for your very next display? Or create 

an influential display, today, by adding Kleen-Stik 

to any printed ideas on hand? 


Your printer or lithographer will secure Kleen-Stik for you! 


KLEEN-STIK PRODUCTS, INC. 


425 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
Pioneers in Pressure-Sensitives for Advertising, Labeling 
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the influencing factor 


JUST PEEL and PRESS 


HAVE YOU JOINED the 
P.O.P. Idea-of-the-Month Club? 


If not, write us for application 
blank for FREE MEMBERSHIP. 


that 
swings dealer preference to 
your point-of-purchase displays | 
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have never invited any burps over 
the years. 

“If you'll check the records,” 
he wrote, “you will find that every 
commercial ever done for Erin 
Brew very definitely excludes the 
use of anyone drinking the pro- 
duct.” 


# The column which prompted 
the agency executive’s statement 
ran like this: 

“The human animal is_ not 
pretty to behold when engaged in 
ithe business of drinking and eat- 
ing. Drinking beer especially is 
difficult to portray as a graceful, 
elegant thing. You don’t hold the 
beer mug or Pilsener glass with 
the little pinkie extended. Nor do 
you sip at a stein of ale in the 
manner of the girls at an after- 
noon tea party. 

“Beer and ale,” Mr. Condon con- 
tinued, “have to be quaffed boldly. 
The Adam’s apple must be acti- 
vated to frenzied activity to keep 
up with the down flow. 


s “Notice the announcers who 
try the impossible feat of drinking 
beer without coming up with foam 
on their upper lip. It can’t be 
done any more than one can dodge 
his way through the raindrops 
without getting wet.” 

The columnist outlined a few so- 
lutions for the announcer-drinker: 
“He may carry a towel attached 
to his lapel, like a boutonniere, 
and dab at his lips after each swal- 
low; he may make a swipe at his 
lips with the sleeve of his coat, 
or he may choose merely to ignore 
‘the wet lip. No matter the course 
chosen, he looks silly,’’ Mr. Condon 
said. 

Applied to other edibles and 
drinkables, the proof-by-taste 
technique of advertising could 
become gruesome, Mr. Condon 
warned. The chicken people, for 
example, could have an announcer 
tearing the meat off bones with 
his bare teeth. 


a “Come summer, the corn-on- 
the-cob companies will have their 
product on the air maybe with a 
whole quartet of announcers 
chomping away simultaneously in 
a spirited camera. closeup,” Mr. 
Condon predicted. 

He also warned against the 
ever present threat of the beer 
burp, and said “nobody in history. 
including TV announcers, has been 
able to invent a socially attrac- 
tive form of eructation.” 

Going along completely with 
the yeasty critique, Mr. Sylvester 
said his agency and client have 
been subject to comments through 
the years for not drinking the 
beer on their commercials. 

“But we have always felt it was 
far better taste to sell Erin Brew 
| via other approaches,” Mr. Sylves- 
ter said. “Thanks for your valued 
— 


Blodgett Leaves Standard 
Walter E. Blodgett, office mana- 
ger of the advertising department 
of Standard Oil Co. (Indiana), has 
jretired after 47 years with the 
company. He has been with the 
‘advertising department since 1927. 


Van Natta Directs Sales 

H. W. Van Natta, superinten- 
‘dent of warehouse sales in Atlan- 
‘ta for Harbor Plywood Corp., 
Aberdeen, Wash., has been pro- 
moted to director of sales for the 
‘company, succeeding E. W. Dani- 
els. 


Agency Boosts Thompson 

Elizabeth Thompson has been 
promoted to director of media with 
Kiesewetter, Baker, Hagedorn & 
Smith, New York, with which she 
has been associated for the past 
eight years. 
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Vending Machine Group Launches Drive 
to Get Rid of ‘Dishonest’ Advertisers 


CuicaGco, Dec. 29—National Au- can give such a franchise. Many 
tomatic Merchandising Assn. has) 


launched a drive to curb promot- 
ers who are bilking the public by 
selling vending machines through 
dishonest classified advertising. 
The association, with the aid of 
the National Better Business Bu- 
reau, is drawing up a code—the 
basis of the entire campaign—to 


times, the promoter’s victims find 
they rnust buy from a jobber—cut- 
ting greatly into profits. 


= 4. Exaggerating earnings from 
vending machines—often ads claim 
machines will give an income in 
excess of $10,000. Mr. Olsen said 
such figures are fantastic. He 


guide newspaper classified adver- pointed out that the vending ma- 
tising departments so promoters | chine operator must have initiative 
will be stymied before they can|and work hard if he wants to be 
get their illegal messages to the successful. 


public. 

Howard Olsen, representing 
Transit Sales Co., a Wrigley oper- 
ating concern, is chairman of the 
NAMA committee to rid the in- 
dustry of what he calls “these 
greedy get-rich-quick people.” 


es “Our program,” he said, “is 
aimed at protecting those in the 
vending machine business, the gen- 


eral public and classified adver- | 


tising departments. Some newspa- 
pers refuse to take any vending 
machine advertising. This is a 
hardship on the honest man who 
has machines to sell.” 

Backbone of the code is a check- 
list to enable classified ad clerks 
to determine quickly if a promoter 
is trying to place an ad. When de- 
tails of the code are ironed out, 
NAMA and the National Better 
Business Bureau will submit it to 
the Assn. of Newspaper Classified 
Ad Managers. And to make certain 
there are no slip-ups, display ad- 
vertising departments will be asked 
to cooperate in carrying out the 
code. 


s Mr. Olsen listed the following 
abuses as among the most common 
and those that should be corrected 
by the code: 

1. Accepting payment on ma- 
chines and failing to make delivery 
or delivering inferior machines 
that will not work. 

2. Overcharging for machines. 

3. Guaranteeing distributor buy- 
ing of popular brands when actu- 
ally an investigation is neces- 
sary before a confection company 


a | 
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Your Invitation to 


Kodak’s 
1954 Show 


“COLOR FOR ADVERTISING” 


IF you sell or advertise any- 
thing, you will not want to miss 
this collection of the year’s finest 
advertising photography. Hun- 
dreds of examples from leading 
studios in all parts of the coun- 
try will help you plan your own 
future work. Continuous dem- 

} — onstrations will also further your 
understanding of modern color 
photographic processes. Cities, 

| Dates, and Places (hotels): 


SAN FRANCISCO 
Janvary 12-14; Palace 
LOS ANGELES 
Janvary 18-20; Huntington 
HOUSTON | 
Janvary 28, 29; Shamrock 
ST. LOUIS 
February 3, 4; Jefferson | 


February 9-11; Radisson 
CHICAGO 
Febrvory 16-18; Conrad Hilton 


April 1, 2; King Edward 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


SO iscasiiiiliienaninttnnacel 


| 


5. Guarantees that the promoter 
can obtain suitable locations for 
machines. This is a serious prob- 
lem for the newcomer in the busi- 
ness. Despite the promises of the 
promoter, the purchaser fails to 
obtain suitable locations and often 
gets none at all. 


franchise area that has already 
been given to a half dozen other 
victims. 

7. Ad claims that there are job 
openings when the advertiser 
means he has vending machines 
for sale. 

Mr. Olsen says promoters oper- 
ate on a “very limited” basis in 
large cities where it is easy to 
check on their claims, but adds 
that illegal operations are wide- 
spread in middle-sized and smaller 
cities throughout the country. 


Renuzit Plans Heavy 
Use of Television 


for Products in ‘54 


PHILADELPHIA, Dec. 30—Renuzit 


Home Products Co. wil! usc ‘cle- 
vision on a mass scale in | 3/54 to 
promote its Odorless Renuz.', up- 


holstery eraser and rug eraser. 
Sixteen markets will be covered 
in the tv campaign. 

All radio was.canceled following 
a 13-week test of television and 
radio in Pittsburgh. This will be 
the heaviest Renuzit campaign in 
the history of the product. 

In addition to television, the 
company has scheduled space in 
Good Housekeeping, Sunday sup- 
plements and newspapers. 


gs Television participations have 
been scheduled for a minimum of 
16 weeks in St. Louis, Baltimore, 
Boston, Buffalo, Chicago, Cincin- 
nati, Columbus, Dayton, Detroit, 
Indianapolis, Los Angeles, Mil- 
waukee, New York, Philadelphia, 
Pittsburgh, San Francisco and 
Washington. 

The tentative 1954 budget, Ap- 
VERTISING AGE was told, is consid- 
erably larger than this year’s and 
by far the largest in the company’s 
history for these products. 

Theme of the campaign will be 
to clean rugs and furniture in the 
home and save money. The Re- 
nuzit ad campaign may be expand- 
ed as the year progresses, with the 
addition of more markets. 


Feigenbaum & Wermen is the 
Renuzit agency. 


Coast CBS Radio Boosts Two 

Kenneth B. Craig, associated 
' with WBBM, Chicago CBS outlet, 
/has been promoted to director of 
business affairs for network pro- 
grams of CBS Radio in Holly- 
wood. Anne Nelson, assistant 
‘director of business affairs of 
/network programs in Hollywood, 
|has been promoted to associate 
— of business affairs, a new 
title. 


Names VanSant, Dugdale & Co. 


American Potash Institute Inc., 
Washington, composed of five pro- 
ducers of natural potash, has ap- 
pointed VanSant, Dugdale & Co., 
Baltimore, to handle its promotion 
program. Advertising will be de- 
signed to educate agriculturists on 
the importance of natural potash 
as an essential fertilizer ingredi- 
ent. Two-color ads will run in 
farm publications. 


6. Guaranteeing an _ exclusive: 


NEW CAMPAIGN—Whirlpool Corp., St. Joseph, Mich., will launch a magazine cam- 
paign in February for its automatic washers and dryers. Full-color spreads like this, 
featuring “Guide Lite Control,” will run in The Saturday Evening Post (Feb. 13), 
Ladies’ Home Journal (February) and Better Homes & Gardens (March). Single page 
ads are scheduled in Farm Journal, Look, Progressive Farmer and Town Journal. 


Advertising Age, January 4, 1954 


Scripps-Howard Grocery Distribution Study 
Finds Only 3.1% of Brands in All Markets 


New York, Dec. 29—Additional 
evidence that all business is local 
is presented in the seventh annual 
survey by the Scripps-Howard 
Newspapers of grocery product 
distribution. 

The report covers the distribu- 
tion of grocery store products in 
15 cities. Last year’s survey was 
conducted in 13 cities. Cities added 
this year are Albuquerque and 
Denver. 

The current report gives the dis- 
tribution pattern for 11,911 brands 
in each of the 15 cities. A year ago 
the report covered 10,257 brands | 
in 13 cities. 


a Only 3.1% of the 11,911 brands 
were found in all 15 markets. Last 
year, 3.3% were found in all of 
the 13 markets studied. 

A total of 75 classifications of 
merchandise are included in the 
current study. Last year there 


were 68. 


Non-grocery type merchandise 
studied developed the following 
data: 

Cigarets may be bought in 84% 
of the grocery stores in any of the 
15 markets. In three of the mar- 
kets it is 100%. On the other hand, 
cigars are to be found in only 
10% to 13% of the stores can- 
vassed. Similar percentages hold 
true for pipe tobacco. 


s Drug store type merchandise is 
to be found to the greatest degree 
in the South, Southwest and West 
This ranges from a high of 86.4% 
in Memphis through 76.3% in San 
Francisco to a low of 19.3% in 
New York. 

The same holds true to a con- 
siderable extent for non-electric 
kitchen utensils. But gas and 
electric appliances have not pene- 
trated grocery stores to any ap- 
preciable extent except in Hous- 
ton, Texas, the survey shows. 


Liggett & Myers 
Gives $105,000 for 


Tobacco Research 


DurHaAM, N. C., Dec. 29—Duke 
University announced last week 
it had received a grant of $105,000 
from Liggett & Myers Tobacco Co., 
but the money will not be spent 
on lung cancer research. 

Purpose of the grant, Dr. Hollis 
Edens, university president, said, 
is to “carry on work in matters of 
fertilization, mature of tobacco 
diseases and methods of crop con- 
trol.” 

The grant will assure a three- 
year research program. It sup- 
plants the company’s grant made 
three years ago, which expires 
Dec. 31. Earlier Liggett & Myers 
grants, Dr. Edens said, enabled 
the university to help solve the 
problems of Granville wilt in to- 
bacco. 

Questioned about the possibility 
of some of the money being used 
for research in lung cancer, Dr. 
Edens replied: “That’s not what 
the grant was set up for.” He said 
the university is not now doing any 


research on lung cancer. 


KTTV Raises Rates About 14% 


KTTV, Los Angeles, effective 
Jan. 1 has raised its rates approxi- 
mately 14%. The new card raises 
the Class A hourly rate from $1,- 
200 to $1,400. The Class B rate 
inreases from $800 hourly to $980. 
One minute announcements are 
$180 instead of the present $144. 


Lewis to H-R Representatives 
Stewart Lewis, for many years 
with WLW, Cincinnati, and later 
with the WLW Chicago office, has 
joined H-R Representatives Inc. 
as an account executive in the 
Chicago office. In addition, Mr. 
Lewis will cover Kansas City and 


Omaha and environs. 


Simulated Leather 
Ads Need Watching, 


Agencies Warned 


New York, Dec. 30—The Na- 
tional Better Business Bureau has 
requested advertisers, agencies 
and media to see that use of leath- 
<r terms be avoided in labeling, 
branding and description of goods 
made of plastics resembling 
leather. 

“During recent months,” the bu- 
reau says, “jackets and other arti- 
cles made of fabric-backed vinyl 
plastic simulating leather in ap- 
pearance have been advertised 
under a variety of fanciful names 
suggestive of leather. Typical ex- 
amples include such terms as: 
Durahide, Kidette, Leathertone, 
Leathery, Genuine Leathercrest, 
Capehide, etc. 

“Although some of the adver- 
tisements noted have qualified the 
trade names as designating a vinyl 
plastic lamonite, some have not,” 
the bureau notes. “In either case, 
NBBB considers the use of leather 
terms improper in the description 
of non-leather articles.” 


ws Viny! plastic apparel is sold in 
direct competition with articles 
made of genuine leather, the bu- 
reau notes, adding that it believes 
in fairness to competition plastics 
should be sold on their merit with- 
out trading upon the established 
customer acceptance of leather. 

“We also believe,” the bureau 
says, “that such terms should be 
avoided because they tend to mis- 
lead the credulous into believing 
that the plastic material is in fact 
leather. On numerous occasions in 
the past, the Federal Trade Com- 
mission has banned the deceptive 
use of generic words such as leath- 
er, hide, etc., when misapplied to 
non-leather articles.” 


John H. Kratt Resigns as 
Kraft Co. Board Chairman 
John H. Kraft has resigned as 


League of Ad Agencies Elects 


The League of Advertising 
Agencies, New York, has elected 
Louis Reinhold, Richmond Adver- 
tising Service, president. Other 
officers elected are Hiram Ashe, 
Hiram Ashe Advertising; Samuel 
C. Klores, Klores & Carter; Ken- 
neth Rader, Kenneth Rader Co., 
v.p.s; Max B. Pearlman, Leonard 
Advertising, executive secretary; 
Max Sinowitz, Chelsea Advertis- 
ing, secretary, and Charles Ford, 
Iversen-Ford Associates, treasurer. 


Teleradio Buys Lord Shows 


General Teleradio, New York, 
principal stockholder of the Mu- 
tual Broadcasting System, has 
bought the Phillips H. Lord radio 
and tv properties. The list includes 
“Gangbusters,” “Counter Spy,” 
“We the People,” “Sky Blazers,” 
“Policewoman,” “The Black 
Robe,” “Treasury Agent” and “Mr. 
District Attorney.” Mr. Lord has 


General Teleradio. 


Franklin Spier Moves Office 


Franklin Spier Inc., New York 
agency, has moved to larger quar- 


board chairman of Kraft Foods 
Co., Chicago. He will continue 
with the company in an advisory 
capacity. There is no plan to elect 
a new chairman at present. 

At the same time, four new 
Kraft v.p.s were elected: William 
O. Beers, Chicago, director of for- 
eign operations; Howard G. Berg- 
doll, San Francisco, western div- 
ision general manager; Julian V. 
Jones, Dallas, southwestern div- 
ision general manager, and R. E. 
Keator, New York, eastern div- 
ision general manager. Mr. Beers 
and Bryant H. Prentice Jr., presi- 
dent and general manager of Kraft 
Foods Co. of Wisconsin, were also 
elected directors. 


O'Rourke Named Lee Partner 

Patrick O’Rourke, for the past 
year and a half an account execu- 
tive of Burns W. Lee Associates, 
Los Angeles public relations con- 
sultant, has become a partner. Mr. 
Lee, the senior partner, will con- 


been retained as a consultant for. tinue as operating head. 


Fidler Made JWT Director 


Fred H. Fidler, v.p. and Paci- 
fic Coast manager of J. Walter 
Thompson Co. in San Francisco, 
nas been elected a director. 


ters at 232 Madison Ave. 
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Advertising Age, January 4, 


1954 


From Cure-Alls to Testimonials, ‘Shocking 
History’ Traces 300 Years of Advertising 


New York, Dec. 30—There is 
little that is shocking in “The 
Shocking History of Advertising,” 
written by E. S. Turner and pub- 
— by E. P. Dutton & Co., Dec. 

Certainly, the $4.50 volume will 
not be shocking to advertising 
practitioners, most of whom are at 
least vaguely familiar with the 
excesses of the business down 
through the years. And the av- 
erage lay reader will be able to 
content himself with a reaffirma- 
tion that advertising frequently 
engages in absurdity and effront- 
ery. 

However, Mr. Turner’s book is 
an entertaining, laconic history of 
the advertising business in the U.S. 
and Britain from the 17th century 
up to the present day. Happily, 
the author chooses to tell the fas- 
cinating story with a minimum of 
remonstration or moralizing, 
though he does make this com- 
ment on testimonials in his intro- 
duction: 


a “In the writer’s personal view, 
the least happy feature of adver- 
tising today is the publishing of 
testimonials by the famous, the 
wealthy and the notorious. Accord- 
ing to the newest authority on eti- 
quette, Amy Vanderbilt, it is so- 
cially permissible for anyone, if 
properly approached, to endorse 
foods, liqueurs, cosmetics and au- 
tomobiles, but not depilatories, 
toothpaste or underwear. 

“This ruling, encouraging as it 
does society women to tell how 
they rid themselves of blackheads, 
and actresses to boast of their ‘all- 
over loveliness,’ helps the credit 
of advertising as little as it helps 
the dignity of the human race. . 

“It appears that endorsing reach- 
es its final hypocrisy when radio 
and television performers break 
off to praise the product which 
pays their high salaries.” 


# In the course of his often witty 
chronicle on the history of pro- 
moting, Mr. Turner has culled 
some lulus in the field of extra- 
ordinary claims. The Mercurius 
Politicus of Dec. 20, 1660, an- 
nounced: 

“Most excellent and approved 
dentifrice to scour and cleanse the 
teeth, making them white as ivory, 
preserves from the tooth-ach; so 
that, being constantly used, the 
parties using it are never troubled 
with the tooth-ach; it fastens the 
teeth, sweetens the breath, and 
preserves the gums and mouth 
from cankers and imposthumes. . .’ 

Present-day cigaret claims have 
nothing om this predecessor, who 
wrote in an early number of Eng- 
land’s Times about a miraculous 
weed “Which by smoaking a pipe 
of it, is good for the head, eyes, 
stomach, lungs, rheumatism and 
gout, thickness of hearing, head- 
ach, tooth-ach or vapours. 


= “And to restore ancient sight 
and preserve young eyes. 

“So that by using this tobacco 
persons may never come to wear 
spectacles; and if they have al- 
ready used them may leave them 
off, by its so strengthening and 
clearing the sight. 

“Likewise to bring away 
phlegm, rheum and foul humours 
from the breast, stomach and lungs, 
and such terrible wheezings that 
persons can hardly fetch their) 
breath. ..” 

In the course of tracing English 
and American advertising from 
its beginnings in proclamations, 
its advance to iterations and its 
present form of persuasions, the 
author has checkered his tale with 


ker,, Lord Leverhulme (Lever) 
Bros.), George Washington Hill 
(Lucky Strike) and Coca-Cola’s 
Robert W. Woodruff. 


Orrick Named Ad Manager | 


Henry A. Orrick has_ been 
named advertising manager of Al- 
bertsen Cruise Tours, San Fran- 
cisco, and will direct sales promo- 


pany. 


display man for Crane Co., Chi- 
cago, has been named sales pro- 
motion manager in the company’s 
advertising and sales promotion 
department. 


tion on Channel 44 in Chicago. 


tion and general sales for the com- | 


Crane Co. Promotes Michael = 
Charles J. Michael, advertising ~ 


‘54 CAMPAIGN—Douglas Furniture Corp., | 


WOPA-TV Seeks Chicago UHF | 


WOPA-TV, Oak Park, IIl., has | Garden as “part of a planned expansion 
filed an application with the 'F CC | in consumer advertising for 1954. Harvey 
for permission to operate a tv sta- Epstein Advertising, Chicago, is the Doug: | 


|Koughan to R. H. Donnelley 


West Coast advertising manager 
for the radio-television division of 
Westinghouse Electric Corp., has 
y joined Reuben H. Donnelley 
|Corp.’s direct mail unit at Los 
Angeles. 


25 


Phillips Packing Names Town 

Phillips Packing Co., Cambridge, 
Md., maker of soups and canned 
foods, has appointed Town Adver- 
tising Agency, Philadelphia, to 
handle its marketing and adver- 
tising. Clements Co., Philadelphia, 
had the account previously. 


Patrick F. Koughan, formerly | 


Chicago, has this full-color back cover 
scheduled for the January issue of House & 


las agency. 
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Send for 16-page brochure 
for the complete story 


AMERICAN BUILDER 7) tumors wen ane? 


will express total 
commodities. The 
is December 1953 


a Ea sf" Rn Siigieedet 


Le ht, a 


neat 


OGL A Seca eascd 
- o 


retake 


; os. > " a 
NE ROA ot eS! 
: 4 
r 


the names and stories of many 
people whose successes still bear 
fruit, such as Benjamin Talbet | 
Babbitt, Francis Wayland Ayee | 
(“the man who led advertising 
from the shadows”), Albert Las-, 


| 


Sa Type 


The Nation’ 


to bring you a Nielsen store panel report of 
foods and facts.. 
inventory audits of this food store panel 


Sais B bod ses i b eho LARS es % ws te hs 


sales and promotional activities. 


SS And too, there are many factors that 
combine to make Cleveland an ideal 
“Typical City.” 


So now, through the Plain Dealer, you 
are able to use Greater Cleveland as your 
Metropolitan Test Market . . . with a full 
, and factual reporting of accomplishment. 


7 Ee 
. e A. Cc. 


s First Newspaper 


. Bimonthly invoice and 


County activity on these 
first period to be reported 


—January 1954. 


reer nites 


Follow Your Sales 3 i. 


ACTIVELY AND ACCURATELY. 


In Greater Cleveland 


* 


HESE continuing studies by Nielsen ire 
will keep you in close touch with facts ein 
in Greater Cleveland on the commodity xe 
groups and brands reported... and so ae 
give you a sound basis for planning your eS 


oe , i 
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THE CLEVELAND PLAIN DEALER 


Pi ee —_ New York @ Chicago @ Detroit © San Francisco @ Los Angeles @ Atlanta 


NIELSEN COMPANY 


THESE Facts WILL BE REPORTED: 


Consumer Purchases 
Distribution 


Number of Months Supply 
Average Retail Buying Price 
Retail Stocks Average Retail Selling Price 
Retail Out-of Stock Independent Retailers’ Gross Profit 
Dealer Push: 
Displays, Feature Prices, 
Coupon Redemption 


on tuese Commodity Groups: 


BY LEADING BRANDS AND “ALL OTHER”: 


CAKE MIXES 
White, Yellow 
Angel Food, Devil’s Food 


COFFEE 
Regular, Soluble 


PACKAGED 
POWDER 
MARGARINE = oe 
LAUNDRY SOAPS 
FROZEN FOODS Detergents 
Fruits Soap Powder 
Vegetables DOG FOODS 
Juices Dry Type 
Meat Pies Canned Type 


“ALL BRANDS COMBINED”: 


CAKE MIXES BUTTER 
Other than above 
CAT FOODS 
TEA Canned Type 


Regular, Bags, Soluble 


if you want these reports _ 


WRITE US to come to you regularly — 


ss MARKET RESEARCH DEPARTMENT 


THE CLEVELAND PLAIN DEALER 


CRESMER & WOODWARD, INC. 
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Appoints Mercready, Handy 

Watson-Stalman Co., a division 
of H. K. Porter Co., Roselle, N. J., 
maker of hydraulic equipment, 
forged steel products and valves, 
has appointed Mercready, Handy 
& Van Denburgh, Newark, to 
handle its advertising. The prv- 
gram will include _ publications, 
direct mail, printed literature and 
trade shows. The Watson-Stillman 
fittings division has named W. L. 
Towne Advertising, New York, 
to nandle its account. 


Lyon Gets Mustang Account 


W. D. Lyon Co., Cedar Rapids, 
Ia., has been named to handle ad- 
vertising for Mustang Precision- 
eered Engines, Garland, Tex., 
maker of automotive engines for 
cars and trucks. 


SIMPSON-REILLY, LTD.’ 
Publishers Representatives 


€ qe2G- | 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO. , CENTRAL TOWER 


This Week in Washington... 


1954 Looks Good to Capital Prophets 


By Stanley E. Cohen 


|plans, this could develop into. 
Washington Editor , something serious, he indicated. On| 
WasHincTon, Dec. 31—If eco-|the other hand the setback could| 
nomic laws are responsive to ma-| be avoided entirely “if forward-| 
jority vote, then it seems probable | joking business men decide this | 
from what has been said here this | ig a good time to expand and intro- 
week that business should be good | quce new products.” 
in 1954. _ 
A big majority of the members e “The su ! ones 
: P pply of consumer dol- 
of the American Marketing ASSN. | Jars is pretty ample,” he observed. 
and American Statistical Assn. who “lf business men decide to push 
were polled during their meetings | j,.+q on the sales front it is still 
here this week think 1954 will be possible the dimaumes with tes re- 
down about 5% from 1953—leav- sponsive to attractive offers.” 
ing it the second best vear in his- Sen. Paul Douglas (D.. III.) 
|tory. None registered a belief that) . 4, ra pe Sgn of ante ae 
|the nation is heading into a serious “eh as « setitician, hee Waneel| 
d | 


depression. . ; 
P that the economy is already in a/ 


Gerhard Colm, chief economist F : 
; ‘ recession—auto production down 
of the National Planning Assn., es- ¥ 


, "-112% from the same week a year, 
|timates that national output is 
‘likely to drop by $10-15 billion. 


ago, mail order sales off 16%, car-. 

; ; loadings, 12%, and steel at 67% of | 
| If business men decide to liquidate 
inventories or curb expansion 


capacity (compared with 103%. 
for the corresponding week last 
year). 


“Whether or not it will develop. 


A New TV MARKET 


into a depression,” he commented, | 
“we do not know.” 

Meanwhile, 
is confident that the economy is 


aul 


in good shape. Cabinet members, 


OF 


PEOPLE 


IN THE SOUTHEAST 


—— Channel4 


TENN. 


1,749,245 


in their year-end statements, spoke 
of a “period of temporary adjust- 
ments,” and Commerce Secretary 
Sinclair Weeks proclaimed, “Many 
already are over and others will 
be dealt with as we move ahead. 


N. C. 


@ CHARLOTTE 
Je, 0 SPARTANBURG 
GREENVILLE 


© COLUMBIA 
S. C. 


a “Though 1954 may not equal the 
alltime record of 1953,” he said, 
“known conditions and foreseeable 


GA. 
continued optimism that it will be 


among the better vears of econom- 


the administration | 


prospects offer sound reasons for) 


Advertising Age, 


of high-powered transmitters and 
reliable receivers. 
4 cy * 

The Post Office Department’s 
aggressive efforts to promote com- 
petition among the carriers who 
haul the mail is paying off in sub-_ 
stantial savings for the depart- 
ment. With first-class mail by air 
a seeming success, railroads are 
reported to be ready to compro- 
mise the pending application for, 
a 45° boost in rail mail pay. The| 
settlement is expected to be an un- 


contested increase of 10% instead 
of 45%. 
Six major airlines, facing the) 


loss of air mail business under a 
new Post Office policy which di- 
verts air mail to the carrier with 
the lowest price, have induced the 
Civil Aeronautics Board to cut their 
mail pay from 53¢ a ton mile to 
45¢ on routes where they compete 
with other air carriers. The Civil 
Aeronautics Board has also de- 
cided to have a general investiga- 
tion of air mail charges to deter- 
mine whether the existing rates 
are appropriate “with due regard 


1954 


January 4, 
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BETTER LIVING—“‘Better Living for Sure... 
with Dependable LP-Gas” is the theme of 


a forthcoming LP-Gas Information Service 
campaign. This ad will run in the February 


issue of Town Journal and the April issue 
of Household. (Story on Page 16.) 


to the needs of the Post Office De- 
partment.” 
o * e 

“Statistical Abstract of the 
United States,” that wonderful 
one-stop reference work issued an- 
-nually by the Bureau of the Cen- 
sus, is available in a new edition 
\from the Superintendent of Docu- 
/ments, Washington 25, or from 
Commerce Department field of- 
|fices for $3.50. 

Its 1,041 pages with their more 
than 1,000 tables of statistics make 
|the “Statistical Abstract” standard 
‘equipment in business offices and 
/on research and editorial desks, for 
‘it concentrates between a single 
‘set of covers an_ unbelievable 
‘amount of information about the) 
U. S. and its economy. 


WEBC-TV 


Maximum Power 
Began Operations Jan. 1, 1954 


HERE’S THE WFBC-TV MARKET 


POPULATION 1,749,245 People 
INCOME $1,892,961 ,000. 
RETAIL SALES $1,187,300,000. 


AREA SERVED 20,106 Square Miles 


Market Data from Sales Management 
Survey of Buying Power, May 10, 1953 


SERVING 60 COUNTIES - 
IN S.C., N.C., TENN., 
& GA. 


LARGEST TV COVERAGE 
BY FAR IN 
5S. CAROLINA 


135,480 TV SETS 
WITHIN WFBC-TV 
COVERAGE AREA 


RANKS WITH ATLANTA, 
MIAMI, JACKSONVILLE, 
NEW ORLEANS 


Write now for Rate Card and Market 
Brochure. 
information and assistance. 


HIGHEST | VHF ANTENNA IN THE TWO CAROLINAS 


Ask us or our Representatives for 


Most of these rich industrial counties 
had only “fringe area” TV reception 
or none at all until the advent of 
WFBC-TV. 


WFBC-TV has far more TV Homes, 
Population, Income, and Retail Sales 
in its market than any other tele- 
vision station in South Carolina. 


Most of these sets have low-band 
antennas, tuned for VHF reception. 
Ideal for WFBC-TV (Channel 4) VHF 
station. 


Outranking several of the former 
leaders, the WFBC-TV Market is truly 
a great new TV empire in the South- 
east. 


Data 


lt nne 


1204 FEET ABOVE SURROUNDING TERRAIN 


National Representatives 
WEED TELEVISION CORP. 


501 Madison Ave., New York 22 


WEB 


5 


C-TV 


NBC NETWORK 


ic history.” 

Dr. Gabriel Hauge, the Presi- Three Name Force Inc. 
dent’s economic adviser, said be-| Three new accounts have been 
fore leaving for Augusta to help, added by Force Inc., Paterson, N.| 
write the President’s forthcoming J. They are George L. Payne 
messages to Congress, “We’ve been | Studios, Paterson designer and | 
coming down from an overtime | Puilder of stained glass windows | 


economy-—we ean take that Kind gra, church furnishings; Haag 


of adjustment without falling on| manufacturer of lathes, and Clif- 
our face, and we can go forward ton Hydraulic Press Co., Clifton, 
and have a good year next year. N. J. 

“While it may be true that car- 
loadi ‘on are 2astro-Coetten Names Agency 
oadings and steel production are Zastro-Costten Co. Southern 


in particularly low spots at the Cali : “be iec4 
: |California distributor for Apex 
moment, I think that the people Appliances, has appointed Beck- 


in these industries are looking for- man. Hamilton & Associates, Los 
_ward to a good year in 1954.” Angeles, to handle its advertising. | 
,Plans include use of radio, 
|newspapers and outdoor advertis- 
| ing. 


It’s by no means certain that the 


Stein Elected to Head 


Oneida Paper Products 


Sam Stein has been elected 
president and treasurer of Oneida 
Paper Products, Clifton, N. J., 
manufacturer and color printer of 
specialty bags and flexible pack- 
aging materials. He succeeds Irv- 
ing Zucker, who has been elected 
chairman of the board, and Gerald 
Fox, past secretary-treasurer who 
has been named board vice-chair- 
man. 

Other officers elected are Mal- 
colm Kimmelmann, _ production 
manager, v.p.; Robert E. Pentz, 
sales manager, v.p.; Donald Zuck- 
er, secretary, and Louis J. Stein, 
assistant secretary and treasurer. 


_POPAI Slates Annual Meet 


The eighth annual Point of 
Purchase Advertising  Institute’s 
symposium and exhibit will be 
held March 30, 31 and April 1, at 
the Hotel Statler, New York. Ma- 
lone, Moore Associates, New York, 


will handle the advertising. 


Brown Co. to Bachman, Kelly 


Bachman, Kelly & Trautman, 
Pittsburgh, has been named to 
handle advertising for W. M. 
Brown Co., Richmond printing 
company, and has resigned the 
account of Herbick & Held Co., 
Pittsburgh. 


Yoder Elected Swink V. P. 


Don Yoder, art and production 


tv, | director of Howard Swink Adver- 


tising Agency, Marion, O., has 


been elected a v.p. 


| Federal Communications Commis-. 
| sion will go through with its pro-| 
|posal to let networks and other 
‘large-scale operators acquire two’! 
high band tv stations in addition 
‘to the maximum of five stations 
which is the limit on tv ownership 
fixed by monopoly rules the com- 
mission issued in November.” 

In a Christmas Eve announce- 
_ment the commission invited com- 
ments by Feb. 1 on the high band 
'exemption plan. FCC expressed the 
| hope that the exemption would en- | 
|courage industry leaders to invest | 
in u.h.f. properties, and would then | 
have the effect of encouraging the 
| production of sets and the develop- | 
ment of high band as a tv medium. 
Some of the networks, including | 
NBC, have already indicated inter- 
est in the idea. 

At least two FCC members have | 
already stated they still have to 
be convinced that network partici- 
| pation in high band tv will actually 
‘be an important factor in pro-. 

moting its success. In a sharp dis- 
|sent, Commissioner Frieda Hen- 
nock pointed out that individual 
high band operators—the people 
with the most at stake—have yet 
to indicate their confidence in the 
plan. She said FCC could do more 
to help u.h.f. by conducting an in- 
vestigation to find out if high band 
| stations are getting an opportunity | 
to broadcast network programs. 
| She also suggested FCC look into 
the factors holding up production 


Our business is 


; AND ASSOCIATES 
PHOTO ENGRAVINGS + DAY AND NIGHT 


160 €, ILLINOIS ST, CHICAGO 21, 1LLINOIS 
Telephone Olaware 52 
. sit ok PELL GT LEO” 


POON. on, 


photo engravings... our 
methods are mod- 
ern... our crafts- 
men are tops... 
our determination 
to please is un- 
swerving. Result: 
Engravings of out- 
standing quality. 
Color and black- 
and-white. 
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National Brewing 
Drops Cliches, Adds 
Gags, Ribs to Copy 


(Picture on Page 46) 

BALTIMORE, Dec. 29—National 
Brewing Co. is now trying beer 
copy without cliches, and it re- 
mains to be seen how well it 
works out. 

The campaign started early in 
November in the Baltimore Sun 
and News Post. In the Sun the ads 
ran evening and morning, three 
different pieces of copy a week, so 
that all five weekdays had inser- 
tions; in the News Post the ads ran 
three times a week. 

The copy makes use of dominant 
illustration, and gentle, ribbing 
copy. For instance: “Other beers 
are golden—National Premium is a 
more beautiful blonde. Other beers 
are light—National Premium is 
several feathers lighter. Other 
beers are dry—National Premium 
has a dry freshness your tongue 
will never forget. National Premi- 
um is not merely Pilsenerer—it is 
the Pilsenerest!” 


® National’s going to keep making 
beer the same way because “We 
don’t dare move a muscle, or 
change anything. Everybody in the 
plant does exactly the same thing 
every day—even the _ president 
parks his car in the same place, 
just to be sure he won’t put a hex 
on anything.” 

Nor is the gag neglected. One 
headline reads “Tall in the seidel,” 
and begins “Everyone’s deserted 
you. All Poker Flat is cowering in- 
doors. The villains are shooting up 
the town. You stand there in the 
hot, lonely street. Your girl doesn’t 
want you gunfighting with strange 
men. Your gun is full of blanks, 
anyway. What do you do? It’s 
easy, pardner, step inside that nice 
cool saloon...” 

Some of the copy is lyrical: “A 
well-made beer—such as National 
Premium—should be as elegant as 
a Strauss waltz, as dry as mathe- 
matics, as light as your best girl, 
as fresh as a hothouse daisy, as 
golden as Fort Knox.” 


@ The campaign is the work of 
two Kenyon & Eckhardt hands, 
Sid Olson, who wrote the Amer- 
ican Road institutional campaign 
for Ford, and Jim Guarch, art 
director who worked on the Ford 
campaign. 

K&E notes with delight that the 
campaign eschews such standard 
beer cliches as the giant bottle; 
the huge, smiling face; the copy 
which screams “dry, extra dry, 
driest” or “lighter, lighter, extra 
light”; the touched-up photo of 
the client’s brewery; the 36-point 
type spelling out the name of the 
beer; the test tubes and micro- 
scope connoting science; the tall 
seidel, half empty, with chill 
running down the outside of the 
glass; and the note of piety about 
the industry. 

National—which sold about 755,- 
000 barrels in 1952, and ranked 
24th in the industry—is nation- 
ally marketed, but its distribu- 
tion is spotty. It is sold in the 
Baltimore-Washington area, _ in 
Pennsylvania, the Middle Atlan- 
tic states and New England, 
Cleveland, Chicago, Pittsburgh, 
San Francisco and Los Angeles. 
It is a reasonably heavy user of 
both am and tv network and spot, 
and so far hasn’t attempted to 
translate the current campaign 
from print to broadcast media. 


Sarno Heads Albright Copy 


Joseph W. Sarno has been ap- 
pointed copy chief at Albright 
Associates, New York. He was 
previously with John Philips Ad- 
vertising Co., Bloomfield, N. J. 
Eve’Lynn Fayles, formerly with 
the public relations division, Rock- 
efeller Center, has joined Al- 


bright’s public relations and copy-| 


writing staff. 


1954 


Gilchrist Joins ‘Art Digest’ Eclipse Promotes Johnson 


Mrs. Martine Gilchrist, formerly Russell S. Johnson, in charge | 
with the Raymond R. Morgan Co., of automotive products sales of 
Hollywood and San _ Francisco|the Eclipse machine division of | 
agency, has joined Art Digest, Bendix Aviation Corp., has been 


New York, as assistant advertising promoted to director of sales for | 
/ing group in the U.S. He succeeds 


manager. She will also act as ex-|the division, and will move his 
ecutive assistant to the publisher. headquarters from Detroit to El- 


mira, N. Y. 

Lamb & Keen Adds Account : 
Charlotte Leather Belting Co.,|Hearn to Hoffman-Manning 
manufacturer of leather belting Hearn Department Stores, New 
and textile leathers, has named| York, has appointed Hoffman- 
Lamb & Keen, Philadelphia, to| Manning, New York, to handle 

handle its advertising. ‘radio and tv advertising. 


| representatives’ 


Lethen Heads Agate Club 
Charles A. Lethen of Dell Pub- 
lishing Co. has been elected presi- 
dent of the Agate Club, magazine 
organization of 
Chicago, and the oldest advertis- 


Edward Hughes, 


elected are Hiram G. Schuster, 
Look, v.p.; Ray C. Senate, Capper 
Publications, treasurer; William A. 
Sturgis Jr., Family Circle, secre- 


D. P. Brother Names Three 


Albert D. Conkey, formerly 
president of a Detroit advertising 
agency, has joined D. P. Brother & 
Co., Detroit and New York agen- 
cy, as creative director on several 


accounts. In the agency’s media 
western mana-— 
ger of Newsweek. Other officers. 


department, Ralph Bachman has 
joined the organization as assist- 
ant to the media director, and will 
concentrate on radio and tv time 
buying. Stanley Costan, previous- 
ly in charge of dealer-factory ad- 


tary, and Richard C. Eaton, Holi-| vertising schedules, has been pro- 


day, assistant secretary. 


moted to newspaper space buyer. 


at 


* 
A WONDERFUL MARKET 

for everything it takes to give 
farm living all the modern 
comforts and conveniences of 
city living. Typical of 

what is happening in thousands 


of Wisconsin farm homes 

is the way in which 

Mrs. Ray Spooner, Green 
Lake County farm homemaker 
has remodeled 

and equipped her kitchen. 


Let one of their best friends — the Wisconsin 
Agriculturist and Farmer—introduce you. The 
friendship and respect existing between 9 out of 
10 of Wisconsin’s best farm families and their 
farm publication is built upon the solid founda- 
tion of 105 years of serving their best interests 
exclusively. 

For four generations it has been the publication 
they have depended on—more than any other— 
for information that has helped to make them the 
nation’s outstanding dairy farmers, and among 
the most progressive in adopting modern farm 
and home standards. 


WISCONSIN 


... IN 9 OUT OF 10 
OF WISCONSIN'S BEST 
FARM HOMES 
WIAA SN 


Earning their confidence 
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griculturist 


AND tanmre 


has paid off in 


making the ‘‘Ag”’ by far the best media value 
in the market—in coverage, in quality of 
reader, in cover-to-cover readership traffic, 
in reader preference. If you want detailed 
information or special facts pertinent to your 
particular selling job in Wisconsin, drop us 


a line. 


riculturist 


DANTE M. PIERCE, Publisher, Racine, Wisconsin 


AND FARMER 
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Bedell Answers Garlock 
on Prudential Advertising 
To the Editor: Mr. Garlock’s let- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


liked it too, as far as it went. But 
/you can’t prove 8% butterfat ice 
'cream is better than 16% by prov- 


as I said in complimenting the ad: 
“The suggestion is pointed. It’s 
good. It gets home.” 


ter (AA, Dec. 7) on the Prudential | ing many people eat your 8% ice} Mr. Garlock does not mean to 


ad which I complimented Nov. 9 
—and at the same time criticized, 
was an interesting and studiou 
one. 

My basic criticism was dual: 
(1) lack of fullest possible identi- 
fication of the advertiser with his 
own good idea and (b) in my 
view, too little sell of the specific 
company that paid for the ad. My 
point was that the ad could have 
had its published virtues, plus 
more. 

Mr. Garlock’s answer, it seems 
to me, simply says: “You don’t 
understand,” and then presents in- 
teresting data that supports his 
views about the ad—without at all 
answering mine. 

If Mr. Garlock would say: (a) 
“We don’t use copy in these ads 
because we don’t think the addi- 
tion of copy, no matter how good, 
would profit Prudential,” or {b) 
“We don’t use copy because we 
could not then reduce these ads to 
postcard size,” he would answer 
what I stressed. My judgment 
would be one thing—his another. 
So be it. 

When I say I think an ad would 
be stronger with good copy added, 
I think I am not answered when 
someone says: “It was a good ad 
because many people liked it.” I 


_ TELL AND SELL YOUR STORY © 


‘cream. 
Although Mr. Garlock brings up| 


o the issue (i.e. whether good 
copy and tighter identity would 
have added value to the ad), it. 
seems logical to discuss them, 


He says the criticized ad was 
“comfortably in the top. third” 
among 47 ads tested over the last 
two years, for “the effectiveness 
‘and clarity with which the mes- 
‘age is registered and retained.” 
Top third rating doesn’t say the 
message used was as profitable as 
a fuller one would be—which was 
‘the point I raised. Nor does it 
'prove that sharper identity would 
not have added value to the ad. 

Because of the lack of adequate 
identification of the good appeal 
with the advertiser, “the adver- 
tiser fizzles out of the mind fast,” 
I said. “Does it?” asks Mr. Garlock. 

To prove it doesn’t he says: 
“The series of advertisements. 
has been running for two years” 
and “there has been a very sig- 
nificant increase in public aware- 
ness of Prudential advertising. It 
was up 24%.” 

Awareness could be up 100%, 
or 1,000%, and my criticism of the 
ad would still be valid, if sharper 
identification of Prudential in it 
was possible. 

In connection with “sales,” he 
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WITH GENUINE PHOTOGRAPHS - 


8x 10's Post Cards = Tip-ons_ 
Miniatures Portfolios--Business Cards 


1275 N. Bahls St., Danville, IHlinois 


CHICAGO OFFICE: 
‘22 + “ahichieen Ave., Phone Webster 9 3219 


states the ad I criticized “brought 
a flood of requests from agents 


‘for reprints and postéards.” 
THE GROGAN PHOTO COMPANY | 


The salesmen flooded the com- 


'pany for reprints, I should think, 


not because the ad did all the good 
it could do for them, but because 


much overtime in 


9 
ad 


“My inventor ordered me up here. I 


was getting electro sclerosis from too 
trical machinery center.” 


Nware News 
Daily ond Sundew 


ted nationally by O'Mara & Ormsbee, Inc. 


America’s 3rd elec- 


NEWARK, NEW JERSEY 


rather than let them dangle in air. 


imply, I think, that if some good 
copy had been used in addition to 


s Points that seem only tangential the headline and illustration, sales- 
t 


men would have found it less de- 
\sirable to send for, and no flood 
of requests would have been re- 
ceived. 

Mr. Garlock used a dramatic 
metaphor in indicating that, since 
they “sank the battleship with a 
torpedo,” there was no need for 
“firing the turrets.” But I am sure 
the metaphor does not do justice 
either to his advertising or his 
views. For it implies that if a cli- 
ent does better than competitors, 
and gets 24% increase in aware- 
ness, the advertising has, per se, 
sunk the battleship. There is no- 
thing, obviously, more absolute 
than sunk. There is no goal greater 
than an absolute. Yet when it 
comes to selling, especially insur- 
ance, there are rarely absolutes, 
or ceilings. 

In the hot bleachers (whence 


*-|Mr. Garlock says I judge ads) 1 


learned that whether you are sell- 
ing doughnuts, shoe polish, osteo- 
pathy, or insurance, advertising 
dollars usually achieve more if 
you always say at least a little 
something favorable and revealing 
about your “product.” The Pru- 
dental ad didn’t. I raised the ques- 
tion: Couldn’t it have, profitably? 

Incidentally, in AA’s free space 
(for Mr. Garlock’s letter) more 
was Said to sell me and other read- 
ers on Prudential, than was said 
in the 4-color $4,500 Chicago Sun- 
day Tribune Magazine page. 

Correlation between advertis- 
ing’s effectiveness and a company’s 
success can be very tenuous. That 
is why ads that are scored well in 
the dugout can sometimes gain 
strength bye being scored against 
standards of sound selling that 
may be applied externally. To say 
ads may not be judged that way, 
too, is to say the only way an 
omelet may be judged is through a 
study of the physiological proc- 
esses of a hen. Meanwhile, the fig- 
ures suggest Mr. Garlock’s ads are 
better than much insurance adver- 
tising. I congratulate both him and 
his client on that—sincerely. 

I never check up to find out 
who, or what agency, produced an 
ad on which I comment. And I do 
not know Mr. Garlock now. But 
some day I shall accept his kind 
invitation to see the game from 
their dugout where they “all amic- 
ably keep track of the score” (and 
presumably are content so long as 
they are ahead?). For I invariably 
learn something every time I dig 
into an advertising subject any- 
where. 

Nevertheless, I think a view- 
point “essential to intelligent judg- 
ment of an ad” requires consid- 
erable perspective from the stands 
and bleachers. For the game is 
played for the fans. 


Mr. Garlock’s friendly hospitality, 
I may still feel I must hurry back 
and see some of the game from the 


bleachers. 
CLYDE BEDELL, 
Park Ridge, Ill. 


Fears Bad Reaction to Maxon 


Publicity on Staff Cut 

To the Editor: Lou Maxon runs 
a very successful agency and un- 
questionably is a smart business 
man. But when headline publicity 
goes out about his lopping 39 
members from his staff “in an- 
ticipation of the scheduled expira- 
tion of the excess profits tax” 
(AA, Dec. 7), I doubt whether 
that’s good public relations for 


the advertising business in gener- 


al. 


‘picture today. 


And that’s! 
where they sit. So after enjoying. 


With or without excess profits, | 
inefficiency has no place in the 
If advertisers| 
across the land get the idea that) 
agencies and others have been 
overstaffed all these years, what’s 
the reaction going to be? And 
what happens if those who read 
the story decide to make huge 
cuts in advertising appropriations? 
Chain reaction to this type of pub- 
licity can do no good for our 
economy. 

NAME WITHHELD BY REQUEST. 
* = ° 
C.M.’s Disney Hat Comment 
Causes Disappointment 

To the Editor: [The Creative 
Manj, in the Nov. 30 issue of 
ADVERTISING AGE, features a repro- 
duction of one of the current Dis- 
ney Hat ads and a dissertation of 
the soundness of this approach 
under the title “The Unicorn 
Tendency.” 

It is not the policy of the Grey 
Agency or of the Frank H. Lee Co. 
to complain about editorial men- 
tion and it is certainly not the 
purpose of this letter to object to 
the fact that you chose one of our 
ads for the subject of your article. 
We are, however, somewhat dis- 
appointed in the kind of logic and 
editorial thinking that this article 
represents. 

It is evident that your writer 
was not wholly informed regarding 
the company presidents being 
featured in this series. Some of 
them admittedly were “born into” 
their jobs, but this is not true of 
every company president featured. 
The first ad, for example, fea- 
tured John Fox, president of the 
Minute Maid Corp., who started 
his career as a door-to-door sales- 
man. The second ad featured the 
controversial Mr. Waterman. The 
third ad, Roger Kenna, president 
of Marlin Firearms Co., and the 
fourth, Alfred E. Lyon, of the 
Philip Morris Cigaret Co. 

Future ads planned for this 
series feature John J. Bergen, 
president of the Graham-Paige 
Corp.; Stanley Rinehart, president, 
Rinehart Publishing Co.; and Lee 
H. Potter, president of Forman, 
Ford & Co. Of this entire list, 
only one man, Mr. Waterman, can 
be regarded as having inherited 
his business. I am sure any good 
advertising person, in criticizing 
this campaign, would be quick to 
concur that it is important to use 
men who are presidents of cor- 
porations whose names are fairly 
familiar to the public. 

We were as startled by the 
writer’s criticism of the signature 
identification “The Hat of Presi- 
dents.” Would the writer in the 
guise of an advertising authority 
have recommended the use of the 
phrase “The Hat of Some Presi- 
dents” to make these ads stronger 
and more believable? I strongly 
doubt it. 

I have long been a reader of 
ADVERTISING AGE and have for the 
most part admired its down-to- 
earth editorial policy. I am not ad- 
verse to good criticism where it is 


earned, but I feel very strongly 


‘that this particular article repre- 


|sents extremely poor thinking— 

a kind of thinking that is way be- 

low your usual high standards. 

DONALD M. SMITH JR., 
Account Executive, Grey Ad- 
vertising Agency, New York. 
a e © 

Chain Companies Explain 

‘Round’ in Group Ad 

To the Editor: Enclosed is a 
reprint of an advertisement which 
we believe is newsworthy. It will 
appear in January and February 
in the magazines listed at the bot- 
tom. 

In building a nationwide group 
of chain manufacturing companies, 
our client had an excellent idea. 
It has proved highly successful 
from both the production and mar- 


We | iro = j= 


Round wun COMPANIES 4 
ey 


keting points of view. And it was 
entirely logical and proper that 
they should be called Round Chain 
Companies, because they all stem 
from David Round, who came 
from a long line of chain-making 
Rounds in England and estab- 
lished the business in this country 
in 1869. 

But from a sales promotion and 
advertising point of view, Round 
Chain Companies present a prob- 
lem. Getting 12 companies into a 
single advertisement is difficult 
enough. Worst of all, people are 
continually asking: “What do you 
mean, round chain?” There is no 
such thing as square chain, of 
course. All chain is made of round 
wire. The links are of many 
shapes; almost never circular. 

So the client agreed to let us 
make two bold steps. First, we 
faced the problem by making a 
simple statement in the headline: 
Round means CHAIN. Second, by 
using a full circle of chain to 
emphasize the name Round. 

We think the effect is striking, 
and likely to arouse interest and 
readership. Produced inexpensive- 
ly, too (as dictated by the client’s 
limited budget). 

FRANK E. BELDEN, 

Belden & Hickox, Cleveland 

© . = 
No Switzer Monopoly 


on Fluorescent Materials 


To the Editor: Just noted your 
story headed “Patent Licenses 
Availabie throygh Switzer Settle- 
ment,” datelined Cleveland, Nov. 
18. It gives the impression that 


| eh, \ 
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Adds up to — 

BETTER QUAD-CITY 
COVERAGE AT NO 
INCREASE IN COST! 
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Switzer Bros. is a big magnani- 


mous company bent on scattering | 


gifts to all and sundry...and 
that it still is the only firm holding 
patents on fluorescent materials. 

Such is far from being the case. 
The consent settlement entered 
into by Switzer Bros. is the result 
of a long and a well-documented 
case brought by the anti-trust div- 
ision, Department of Justice, in 
the U. S. district court in northern 
California. The brief cites several 
threats by Switzer Bros. against 
users of Velva-Glo fluorescent 
papers, cardboards and silk screen 
colors. In your own case, we know 
from your advertising representa- 
tive, that you were afraid to use 
Velva-Glo ad inserts from Radiant 
Color for fear Switzer Bros. might 
bring a lawsuit against you. 

By the consent settlement, 
Switzer Bros. in effect acknowl- 
edge that they do not have patents 
giving them a monopoly on the 
making of fluorescent papers, 
cardboard, colors, etc. Your story, 
though, gives the impression that 
licenses are still necessary... 

This is really a tremendously 
important case and should speed 
fluorescent printing and _ other 
uses by freeing advertisers of the 
threat or fear of lawsuits. 

GEORGE C. McNutt, 

George C. McNutt Advertising, 

Oakland, Cal. 

e - 7 
Could Have Been Worse 

To the Editor: Thanks ever so 
much for your sprightly report on 
Levy activities in recent mailing 
pieces (AA, Nov. 23). 

You may be interested to know 
that our clever pickup of the in- 
correct French word “parfait” for 
“parait” came about because we 
had the note translated by a 
French woman, but at the last 
moment the French version had to 
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portant thing is to have a close 
relationship with education and to 
help educators in going even 
farther in teaching practical ad- 
vertising courses and offering 
them all the assistance that those 


can give. 

If you had been at this meeting, 
I am sure you would have seen 
that the whole spirit of the meet- 
ing was to do our best towards 
improving advertising education 
without in any way endeavoring to 
dictate how the universities or 
colleges, individually, would de- 
cide to approach the problem. 

ADVERTISING AGE has always en- 
deavored, we know, to reflect fair- 
ly and accurately the actions of 
this association and we are par- 
ticularly anxious that the spirit of 
this meeting in Portland is ac- 
curately reflected. 

CHAS. W. COLLIER, 

Executive Vice-President, Ad- 

vertising Association of the 

West, San Francisco. 

AA is glad to have this clarifi- 
cation of AAW’s position, and to 
learn that the association is not 
pressing for degrees in advertis- 
ing, which originally seemed to be 
the case. 


Everybody Getting Into 
the Act with Doctors 
To the Editor: 


concerning our “Just What the 
Doctor Ordered’ campaign as 
“plural.” 

It seems now that this thing is 
becoming multiple and after read- 
ing your editorial of Dee. 21, I 
feel almost obligated to send you 
two folders which have been sent 
to me purporting to have the doc- 
tor recommend a certain Ella 
Raines television program, and 


working in the advertising field 


In your Dec. 7, 
issue you refer to my comments, } 


be taken by telephone and it is|just this morning this expression 
a miracle that, being highly col-| was given further emphasis by a) 
loquial, the printed version didn’t|caiendar put out by a concern in 


what'll it do for sticking valves?” 

RicHarp M. McConne Lt, 
Special Risks Division, Con- 
tinental Casualty Co., Chicago. 


Sends Bouquet to Woolf 

To the Editor: I read ApvErTIs- 
ING AGE regularly, but seldom 
have I seen an article as thought- 
provoking as that by James D. 
Woolf in your issue of Dec. 14, 
entitled “Infantilism is as Bad for 
Advertising as Dishonesty.” 

Our store is a small one, as re- 
'tail stores go, 30 miles east of 
Cleveland, and therefore, under 
ithe big guns of five of the na- 
‘tion’s most aggressive stores. We 
‘are 60 years old (all 60 having 
‘been spent in one location in this 
‘small town) and are, as you will 


‘agree, fairly deep-rooted. A store! 


with its own character laboriously 
‘built up over this long period. 

It disturbs our conservative 
natures when claims and counter- 
claims, sale on top of sale, and now 


premiums, giveaways and gadgets 


of all kinds appear upon the re- 


tail advertising horizon. 
When will retailers learn to live 


by the speechés we hear at nation- | 


al conventions? When will re- 
tail advertising executives learn 
to live by the rules they them- 
selves set down, such as those 
that are this minute in front of 
me? This insidious thing is now 


creeping inta the techniques of. 


advertisers in the smallest towns, 
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ours among them, and the fact 
|that retail linage in our area is 
jas heavy or heavier per capita 
reader than in many larger areas, 
merely multiplies the troublesome 
' situation. 
Will you please pass an orchid 
‘to Mr. Woolf for his hard-hitting 
article and thank you for sitting 
still for this as long as you have. 
M. H. PuRTELL, 
Vice-President, Gail G. Grant 
| Co., Painesville, O. 


IN TV HIS 


AT wes PRICE 
Y! 


any elk Ee 
keep our costs 
on to you. With our 35 
- How, we 


into your 
Send in your 


TV spots at economy rates. 


Storyboards for quotes. 


The U. S. Department of Commerce describes this area as 
the Seattie Wholesale Grocery Trading Area. 78.8% of 
Washington State's total food 
sales are made in this area, where- 
as only 21.2% are made in Seattle. 


(Source: Sales Management, May 1953) 


carry even worse errors. 
Bos Hunt, 
Levy Advertising Agency, 
Newark, N. J. 
* . © 
Wants Gladys Explained 
To the Editor: As a regular and 
conscientious reader of ADVERTIS- 
ING AGE, particularly the editorial 


page, I must confess that after | 


much thought I am still com- 
pletely puzzled as to the purpose 
of your recent feature Gladys the 
Beautiful Receptionist. 

It is possible that at some time 
you added an explanation as to 
what she was supposed to be 
achieving, but my rather woolly- 
witted mind has so far failed to 
get any message from these il- 
lustrated gems. 

Would you please take me of! 
the hook? 


M. C. TUCKER, 
Department of Travel and 
Publicity, Province of On- 


tario, Toronto. 

This is the sort of thing that 
makes an editor a schizo—a reader 
who admits to regular and con- 


scientious perusal of the editorial | 


page, but who obviously doesn't 
find Gladys very funny. What do 
we do now? 

3 * * 


AAW Clarifies Its Stand 
on Advertising Education 

To the Editor: We appreciated 
the mention made in a recent is- 
sue of AA relative to advertising 
education. However, we feel that 
the heading of -the article relating 
to urging degrees in advertising 
does not really reflect the inten- 
tions of our education committee 
in making recommendations to our 


board of directors which will con- | 


sider the recommendation at the 
mid-winter conference, Jan. 9-10. 

Editorials in ADVERTISING AGE 
recently have pointed up the im- 
portance of better advertising edu- 
cation whether or not degrees in 
advertising are given. 

It is our feeling that the im- 


|Milwaukee, it being the well | 
| known Artist Sketch Pad, a prod-— 
‘uct of Brown & Bigelow. 
' I am somewhat reluctant to part 
with this work of art but I am); 
sending it to you because it seems | 
_to carry through with additional | 
'thoughts consisting of a prescrip- | 
| tion for each day of the month. | 
It seems to me that all of these. 


Seattle Food Brokers Sell This 


ENTIRE MARKET- 


not just part of it! 


‘alleged recommendations of doc-— 
tors, plus all the pseudo doctors | 
in television commercials dressed | 
‘in surgical jackets recommending | 
everything from dog food to tooth | 
paste, might in time influence the 
_general public somewhat in un-. 
consciously depreciating the doc- 
tor’s orders. 


H. E. JORDAN, 
Advertising Manager, Jacob- 
sen Mfg. Co., Racine, Wis. 


Woolting a Martini 

To the Editor: As a subscriber 
I'll be dying to hear the walls 
blow in on James D. Woolf's. 


Pream. Green 


Cake Mix. 


Rice. Wrislev's Soap. 


GRAVES - CHAMBERS CO. 


Derby Foods. Peter Pan Peanut But- 
ter. Dole Pineapple. Chef Boy-Ar- 
Dee. Chun King. Hi-C. Duncan Hines 
Giant. 
Snow's Products. Toni. Uncle Ben's 


bloomer on the martini. If Bernard 
DeVoto doesn’t slay him, I’m sure 
/Heublein will. 

Where does Woolf come from 
with (1) a three or four to one 
/Martini, and (2) horror of hor-| 
rors, bitters in a martini? 

What a crazy mixed up kid! 

HARRY MEADE, 
New York. 
« * ~ 
Tip to Coffee Advertisers 

To the Editor: Looks like AA’s 
harboring a few sports car en- 
thusiasts on its staff. On Page 15 
of the Dec. 15 issue we learn that 
Germany’s rugged little Volkswag- 
on is coming off the line to the| 
tune of 730—1,000 units a day. | 
Over on Page 26 we learn that | 
|reps of Wellco Shoe Corp. will re- | 
‘ceive an automatic coffee maker, | 
designed for use in the auto, this | 
'Christmas. The illustration shows 
|the coffee maker installed on the) 
dashboard of a German Porsche. 

Item for alert coffee advertis- 
ers: “Sure it tastes good! But 


Knox Gelatin. Sioux 
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OLSON BROKERAGE CO. 


Rath Canned Meats. Calo Dog Food. 
Campfire Marshmallows and Cracker 
Jack. “All” detergent, “A-1" Sauce. 


Bee Honey. 
Underwood Deviled Ham. Ovaltine. 
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AGAIN... 
AGAIN... 


and 


AGAIN... 


The JOURNAL and SENTINEL’S 


Beth Tartan 


In the National “Winner's Circle” 
For the 3rd Consecutive Year 


FIRST, Honorable Mention 


For the third time in as many years, 
the Journal and Sentinel’s BETH TaR- 
TAN has walked off with high honors 
in national competition. 


This is the fourth national award re- 
ceived by BETH TARTAN. In 1949, she 
placed second in the nation for 
achievement in telling the story of 
food supply to her readers. She was 
the only newspaper food editor in the 
South to win an award. 


AND, BETH TARTAN gets to the 
housewife of Northwest North Caro- 
lina, too! Recently she won First 
PLACE in the 1953 June Dairy Month 
Food Editors Contest held in North 
Carolina. 


She is the author of two books. The 
first, “The Successful Hostess,” is in 
its fourth printing. The second, “Beth 
Tartan’s Cook Book,” was published 
this year. BETH TARTAN’S column, 
“Speaking of Food,” appears daily in 
the Women’s Section of the Journal 
and also in the Sunday Journal and 
Sentinel. Last year this feature pro- 
duced over 10,000 inquiries and re- 
quests from our readers dealing with 
food subjects. 


This type editorial support, from the 
only Home Economist in North Caro- 
lina serving as a food editor, makes 
the Journal and Sentinel a Must for 
food advertisers. 


Further evidence of Journal and 
Sentinel advertising support is the 
“Winston-Salem Monthly Grocery 
Inventory"—the only yardstick of 
its type offered to advertisers of 
food products by any newspaper in 
the South. 


You Can't Cover North Carolina 
Without the 


WINSTON-SALEM — TWIN CITY 
JOURNAL and SENTINEL 
RM AY EVENING 


WEIHNACHTSGRUSS EINES AMERIKANISGCHEN SOLDATEN... 


Los ANGELES, Dec. 30—Readers 
of the West Berlin newspaper, Der 
Tag, were probably surprised on 
Christmas Day to see an advertise- 
ment of a Los Angeles ad agency. 

Behind the ad, an expression of | 
“An American Soldier’s Christ- | 
mas Wish” that “our bonds of | 
friendship grow with understand- 
ing,” lay nearly ten years’ thought 
and a year of active planning. 

Several executives of Carson- 
Roberts Inc. served overseas in 
World War II. Each of the agency 
men had wondered what he could 
do, within his own range of in- 
fluence, to smooth the unsettled 
state of world affairs. 


| 

= Early this year, an office dis-| 
cussion of wartime thoughts jelled | 
into this conviction: “If, man to! 
man, we could talk to our counter- | 
parts elsewhere in the world, all 
will be well.” Carson-Roberts de- 
cided to speak to Germany. 

Several factors delayed the pro-| 
posed ad until the Christmas sea- 
son. For one thing, there was 
danger that the message would be 
considered political in nature. 

Art for “A Soldier’s Christmas 
Wish” required War Department 
cooperation. A picture of a non- 
com reading his mail in the bar- 
racks was chosen to depict the 
American soldier as a lonely, av- 
erage man far from home. There 
was no battle dress, helmet o1 
rifle. 


= Copy was translated from Eng- 
lish by the German consul in Los 
Angeles. Clearance by the State 
Department was obtained by send- 
ing a copy of the proposed ad to 
Eugene Meyer, publisher of the 
Washington Post, and requesting 
his aid. State cleared the ad via 
long-distance telephone, deleting 
only one word from the copy. 

Rates and mechanical require- 
ments were wired by Der Tag, the 
plates were prepared and mailed. 
These steps took time and forced 
moving the insertion from the 
originally-scheduled Dec. 20 to 
Christmas Day. 

Now Ralph Carson, president of 
the agency, is waiting for German 


‘is urging newspapers in various 


reaction to the ad. Meanwhile, he 
American cities to launch “city-to-| 
city” ad programs in as many of 
the world’s largest cities as possi- 
ble. (See U. S. Information Agen- 


cy story on Page 38.) To get the) v.p. 


'ball rolling, the agency has sent 


proofs of the ad and a letter to its' Sperry Products to Hazard 


clients and to newspaper publish- 
English text of the copy in the 

| accompanying cut is as follows: 

An American Soldier's Christmas 
Wish... With the thoughts of men 

| everywhere turning toward home and 

loved ones, may the spirit and warmth 


CARBON ROR ORE) HE SOWING Ok ANSEL ES ee CORONA OA 


CHRISTMAS WISH—Carson-Roberts Inc., Los Angeles agency, ran this ad in West 
Berlin's Der Tag on Christmas Day. The ad grew from wartime desire of agency ex- 
ecutives for a person-to-person talk to ease world tension. 


Los Angeles Agency Buys Space in Berlin 
Newspaper to Express Soldier's Yule Wish 


bt in major American cities. 


Advertising Age. 


January 4, 1954 
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mail, for the tenth annual 
vertising agency billings. 


te wee, » 
Kewewerr ond der 7 . 
att dora ts or more in 1952. 
ts? Pack erfeterr cols et dee shigewslminn becadew. 
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\ Glens: sich stirhen, her wie ane hemmen beraeu 


| Agency Billings Questionnaires 
in the Mail 


Questionnaires requesting 1953 billings information from 
advertising agencies in the U.S. and Canada are now in the 


Last year billings information was presented on more 
than 300 agencies, including ALL agencies billing $5,000,000 


For inclusion in this important list, agencies must return 
their questionnaires promptly. A form has been sent to the 
head of every listed agency. If you have not received yours, 
write John Crichton, executive editor, ADVERTISING AGE, 
.801 Second Ave., New York 17, for a duplicate. 


exciisive compilation of ad- 


Industrial Chemicals 
Plans Ad Drive to 


Snare Feed Industry 


New York, Dec. 29—U. S. In- 
dustrial Chemicals Co., a division 
of National Distillers Products 
Corp., is launching a new adver- 
tising campaign in January issues 
of feed industry publications. The 
new campaign, called U.S. I. Feed 
News, will be a news-type format 
lasting security: that you may remain Similar to that used by the com- 
otal Rye to achieve your own’ pany in the chemical industry. 
individeal Sbericn expend four zene, U-_ S: Il. Chemical News was 
tage of culture and enjoy all the rich- Started by the company in 1930, 
ness of prosperous family life. and has been termed one of the 

It is our fondest wish that you may most successful industrial adver- 
never again know a Christmas marred nays " 
by terror, bereavement, or want... tiSing campaigns ever undertaken. 
that the Christmas we share with you It produces an average of 10,000 
may be filled with the traditional joys inquiries annually. 
of your happiest past... and may our The company hopes the cam- 

paign it is now starting in the 
feed industry will prove as in- 


bonds of friendship grow with under- 
standing. 

Clothing Retai ites formative to scientists and execu- 

g ler C tives in that field as has its chem- 


Promotion for High Sales , ical news ads in the latter field. 
cg nin’ King on tee ae Publications to be used include 
ing and furnishings, attributed | Eastern Feed Merchant, Feed Age, 
high 1953 sales to a coordinated Feedstuffs, Feeds Illustrated, and 
advertising, promotion and public Western Feed & Seed. 

relations campaign, timed to cap-' G. M. Basford Co. is the agency. 
italize on holidays, events and 

climatic changes during the year.| Monsanto Boosts Winfield 
Credit was also given to increased | wij}iam H. Winfield, for the past 
use of synthetics in the year’s’ three years director of business re- 


line. search for the Merrimac division 


King will continue its coordi- | of Monsanto Chemical Co., has 
nated promotion in 1954 and will| been promoted to the new post of 
atin Seema! OG compere | director of marketing research of 

papers, *re@ iobey the parent company, which has 


Associates, New York, is the’ headquarters in St. Louis 
agency. : 


| 

me WKNB.-TV Increases Rates 

Buys Eureka-Williams Corp. WKNB-TV, Hartford, has an- 
Eureka-Williams Corp., Bloom- | nounced a rate increase to $350 

ington, Ill., maker of vacuum) per Class A base hour. 

cleaners, waste food disposers, oil 


of the Christmas season be 1n the 
hearts of all of us and go out to one 
another as we meet. 

May our stay among you result in 


$1,000,000 Budget 
Set by Glamorene 


NEw York, Dec. 29—Glamorene 
Ine. will use the largest advertis- 
ing campaign in its history in 
1954. Its budget for the new year 
will be $1,000,000 for promotion 
of Giamorene rug cleaner for wool 
and wool-blends, plus a new 
Glamorene soapless cotton rug 
cleaner, a new upholstery cleaner 
and a new brush bath. 

The 1954 campaign calls for an 
intensive drive in 178 newspapers, 
four national magazines—Country 
Gentleman, Forecast, Good House- 
keeping, and Today’s Health—and 
an undetermined number of radio 
and television spots in about 150 
markets. 

In addition, new publicity, point 
of purchase, and other dealer aids 
will be used extensively. 

The campaign, handled by Hicks 
& Greist, is scheduled to start in 
February. 


Omar Fruit Pies Bow 


Omar Inc., Omaha baker, will 
enter the national market in Jan- 
uary, 1954, with family-size frozen 
fruit pies of apple, cherry, peach, 
mince and boysenberry. The pies 
wili retail at 69¢ and 79¢ in vari- 
ous markets and will be individu- 
ally wrapped in five colors. Fitz- 
morris Advertising, Chicago, is the 
agency. 


| 


Agency Elects Fremont V.P. 


Leo M. Fremont has been elected 
a v.p. of Arnold M. Niemeyer & 
Associates, Minneapolis agency. He 
joined the agency in 1948 as a 
copywriter and for the past two 
/ years has been an account execu- 
tive. 


and gas home heating units and | 
air conditioning equipment, has | 
been sold to Henney Motor Co., | 
Freeport, Ill., manufacturer of spe- | 
cialized automotive bodies. The 
sale has been approved by Eureka-. 
Williams stockholders. G. Russell , 
Feldmann is president and princi- | 
pal stockholder of Henney Motor. | 


Agency Opens Cincinnati Unit 

Penn & Hamaker, Bedford, O.,, 
agency, has opened a branch office 
in Cincinnati at 1720 Section Rd. | 
Richard R. Tettelbach, v.p. of the | 
agency, will operate the new of- 
fice, which will handle all national 
advertising for E. W. Buschman 
Co., maker of roller, wheel and ca- | 
ble type conveyor systems, and 
Bradford Machine Tool Co., manu- | 
tacturer of lathes. 


NBC Promotes Alfred Stern 


Alfred R. Stern, formerly staff 
assistant to Robert W. Sarnott | 
while the latter was v.p. for| 
NBC’s film division and an execu- | 
tive officer to Sylvester L. Weav-. 
er Jr., has been appointed assist- | 
ant to Mr. Sarnoff, now executive | 


Sperry Products Inc., Danbury, | 
Conn., and Sperry Rail Service, a | 
division, have appointed Hazard | 
Advertising Co., New York, to. 
handle advertising. Previously, | 
Hugh H. Graham & Associates, 
New Britain, Conn., handled ad- | 
vertising for Sperry Products. 


wens is BIG 


in Central Ohio! 


From the time WBNS says 
“Howdah-do” to listeners—un- 
til sign-off time—WBNS leads 
the parade! Around the clock 
WBNS has the 20 top-rated 
(Pulse) programs heard 

in Central Ohio... 
has more steady listeners 
than any other station in this 

rich market area. You get more 
listeners more of the time... get 
WBNS to do the BIG JOB for you. 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 
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Advertising Age, January 4, 19 


Lever Ads Say 


New Pepsodent | 


‘Tastes So Good’ 


34 


Fisher Succeeds Stouch as 
Head of Publication Corp. 

J. D. Fisher, secretary of Publi- 
cation Corp., New York, for the 
past four years, has been named 
president of the company. He suc- 


Four A’s Sets Exam Dates 
The New York council of the 


‘American Assn. ot Advertising 


Agencies has set Feb. 20 and 27 for 
its eighth annual examination for 
advertising. The tests are open to 


New York, Dec. 29—Enzyme, ceeds Clarence E. Stouch, who Students in their last year of col- 


schmenzyme—who cares, as long | 
as it tastes good? 

The first new Pepsodent flavor 
in more than 20 years gets top. 
headlines in Lever Bros. Co.’s 
campaign breaking Jan. 4. Arthur 
Godfrey spearheads the promotion 
which will include magazines, ra- 
dio and tv, local newspaper ads, 
dealer display bonuses and special 
display material in two major 
consumer pushes. 

Announcing that the flavor has 
been changed, a typical ad in the 
new series reveals that both chil- 
dren and adults prefer the new 


A MATTER OF TASTE—New Pepsodent 
campaign features product's first flavor 
change in more than 20 years, casually 
mentioning anti-enzyme_ protection. This 
ad runs in Life (Jan. 18) and Look 
(March 9). “2 


taste sensation, adding that “a 
famous university proved Pepso- 
dent’s oral detergent gives you the 
cleanest teeth of all leading tooth- 
pastes.’’ The copy then goes on to 
mention briefly that ‘“‘each brush- 
ing gives anti-enzyme protection 
against decay.” 


® During the first two months of 
the new year, Pepsodent will offer 
its customers a special two-for- 
one deal. A large tube of the new 
flavor product will be mailed free 
to anyone sending in both end 
flaps of the giant or economy size 
white toothpaste carton or from 
any size of the company’s chloro- 
phyll product, together with a 
letter telling why the individual 
likes Pepsodent. 

All 59¢ Pepsodent toothbrushes 
produced during 1954 will be 
packaged with a sample 6-oz. tube 
of the product with the new fla- 
vor, and with printed promotional 
material. 


® Cooperative advertising allow- 
ances are being made available to 
dealers, and lighters, electric irons 


becomes board 
Stouch also became board chair- 


post of president of that company 
also (AA, Dec. 28). 

Mr. Stouch succeeds Albert E. 
Winger as_ Publications Corp. 
chairman. Mr. Fisher will continue 
as a director of the corporation. 


man of Crowell-Collier Publishing | 
Co. recently, moving up from the 


chairman. Mr. lege and to any person in business 


30 years of age or under not cur-. 
rently employed in an advertising| 
agency. Purpose of the examina-. 
tions is to attract high-caliber 
young people to advertising and to 
give them an opportunity to test 
their aptitudes. Russell K. Jones 
of Cunningham & Walsh is chair-| 
man of the examination committee. 
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IN MONTGOMERY COUNTY 


NOW — FIRST 


PENNSYLVANIA 
mercury 21,487 times-nerain 20,939 


Quarterly Circulation Averages, July 1 - September 30, 1953 
Source: ABC Publisher's Statements Ending Sept. 30, 1953 


SATURATION COVERAGE PRIME READERSHIP 


Pottstown Mercury 


National Representative: REYNOLDS-FITZGERALD, INC. 


and watches will be awarded as 
display prizes. | 

Display material to be distribu-. 
ted will include a floor stand and | 
card, counter cards and a window | 
banner. 

For those who are scientific- | 
minded, the new ads disclose that | 
Pepsoaent’s oral detergent is an| 
“exclusive combination of Irium | 
to clean teeth plus I.M.P. to polish | 
teeth.” 

McCann-Erickson is the agency. 


Gets Cincinnati UHF Okay 


Tricity Broadcasting Corp., New- 
port, Ky., has received FCC per- 
mission to operate a tv station on 
Channel 74 in Cincinnati. The way 
was cleared for Tricity when Gor- 
don Broadcasting Corp., the only 


other applicant for the channel, | 


withdrew Nov. 16. 


‘Picture Lite’ Bows 


Picture Life, a Martin Goodman 
publication, made its appearance 
on newsstands on Dec. 30. The 
—— photo magazine costs 


‘our Ad vertising Age 
has all the facts 


| 


1W EXCESS OF - 


MARKET FACTS-- 


Salt Lake City is vastly important as a sales point — since it is the 
largest city in the 1300-mile expanse between Denver and San Francisco, 
and does the major distribution jeb for an area Ys the width of the 
United States — virtually from Canada to Mexico. 

Utah, the key state, has increased 25.2% in 10 years, Metropolitan 


Salt Lake City has passed 


300,000, a gain of 29.9% ... and the U. S. Cen- 


sus predicts a rise of 18% by 1960, far above the estimated U. S. average. 


Here your message is absolutel 


inescapable with this colorful 


“Jewel Box” display of posters. A thrifty medium in a prosperous billion 

dollar market, visited by 3,000,000 money spending tourists annually. 
Read the poster panels today and see “Who's Who” in Outdoor | 

Advertising. Remember — the spoken word is like the air — but the 


posted word is always there. 


Ken Rector, Manage r 
UTAH DIVISION 


Great Salt Lake 
Intermountoin Morket 


1 million people in addition 
to Salt Lake City 
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Medicos Get Jabbed 
by Admen’s Needles 


in ‘Pageant’ Piece 


New York, Dec. 29—Two guys 
who better stay well in 1954 are 
Clare Barnes Jr., art director, and 
Victor Bloede, copy group head, 
both of Benton & Bowles. 

Because there’s no telling what 
they’ll be letting themselves in for 
if they fall into the clutches of a 
medico who’s read a Pageant piece 
they co-authored, called “If Doc- 
tors Advertised.” 

Mr. Barnes and Mr. Bloede man- 
age to spoof not only the medical 
profession in their imaginary ads, 
but Old Gold, the Hathaway eye- 
patch, Tabu and the American 
Brewers Foundation, as well. None 
of them, incidentally, is a B&B 
client. 

The February Pageant feature, 
prepared by an imaginary agency, 
Hippocratic Associates, is a trav- 
elogue, “with Malice, through the 
Wonderland of medical advertis- 
ing.” 


s Switching the American Brew- 
ers headline to “Medicine Belongs 
...enjoy it!” Mr. Barnes & Mr. 
Bloede show a husky middle-age 
guy, abed, cigar in one corner of 
mouth, thermometer in the other. 
A subhead says, “It’s as American 
as apple pie to see your doctor 
once a month.” Copy goes like 
this: 

“Chances are there’s a doctor 
right around the corner from you. 
That’s why it’s downright un- 
American for anybody not to see a 
doctor regularly. Don’t wait until 
you get sick. Be considerate—don’t 
call him late at night when the 
symptoms show up. Make that 
date today! Remember, it’s as 


American as apple pie to see your 
doctor once a month!” The signa- | 
ture is, “Assn. of Advertising Phy- | 
sicians.” 

Pageant will be out with the 
February issue on Jan. 8, and Mr. 


| 


ATTENTION | 


x 


HYPOCHONDRIACS! | 


YOUR SYMPTOMS CAN 


- 


Oo) 


Medical 
befere midnight, April 230d. ss Sia 
IT COULD HAPPEN—Readers of the Feb 
of what might happen “If Doctors Advertised.” These two samples—a contest for 


hypochondriacs and a takeoff on the Tabu perfume ad—are included in a Pageant 
feature article dreamed up by Clore Barnes Jr., an art director for Benton & 


Bowles, and Victor Bloede 


Barnes & Mr. Bloede expect to be 
doctor-less shortly after. 


Lithographic Contest Set 


Closing date for entries in the 
fourth lithographic awards compe- 
tition and exhibit sponsored by the 
Lithographers National Assn., New 
York, will be March 1. Entries will 
be judged on the basis of litho- 
graphic quality, design, art and 
functional value. The contest is 
open to all members of the indus- 
try. Entry blanks and announce- 
ment brochures, which contain the 
rules and regulations for the 
competition, will be distributed 
nationally during January to na- 
tional advertisers, agencies, com- 
mercial art companies and litho- 
graphers. 


To Start New Hi-Fi Magazine 


Milton B. Sleeper has sold his 
interest in High Fidelity Magazine 
and will bring out Music at Home, 
a bi-monthly in the hi-fi con- 
sumer field, March 1. Sleeper Pub- 
lications Inc. is at 207 E. 37th St., 
New York. S. Gasman-Levin Co., 
New York, will handle a circula- 
tion promotion campaign in news- 
papers and magazines. 
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Scientists Decide 
Chlorophyll Can Be 
a Good Deodorizer 


Boston, Dec. 29—In a report to 
the annual meeting of the Ameri- 
can Assn. for the Advancement of 
Science, Dr. R. M. Hainer, research 
scientist, presented the “first defi- 
nitive theory” explaining the phy- 
sical chemistry enabling properly 
formulated chlorophyll to exhibit 
deodorizing properties. 

Dr. Hainer’s research, performed 
in conjunction with Dr. Irwin W. 
Sizer of the Massachusetts Insti- 
tute of Technology, reports that 
chlorophyll combats odor by a 
process of physical and chemical 
adsorption which takes up “appre- 
ciable quantities of a number of 
odorants.” Odor reduction proper- 
ties of chlorophyll particles are 
attributed to the relatively high 
“free energy” of the substance. 

The report states further that 
there is very little difference be- 
tween chlorophyll in a dry state or 
in a solution. 


s Earlier last week, another re- 
search man expressed confidence 
that chlorophyll was far from 
passe. 

Dr. Robert Heggie, research 
director of American Chicle Co., 
told the company’s annual sales 
meeting that “properly formulated 
chlorophyll products” will retain 
their share of the market. “One 
cannot overemphasize the phrase, 
‘properly formulated chlorophyll 
products,’”’ he asserted. 

Efficacy of any product con- 
taining chlorophyll is predicated, 
among other factors, upon the 
composition of the chlorophyll and 
the method by which the substance 
is incorporated into the end prod- 
uct, Dr. Heggie said. “The scien- 
tist and the public must also ques- 
tion the purpose for which chloro- 
phyll is adapted,” he added. 


Carborundum Promotes 5; 


F. W. Bonacker, general sales 
manager of the Carborundum Co., 
Niagara Falls, N. Y., manufacturer 
of abrasive and refractory prod- 
ucts, has been elected assistant v.p. 
in charge of sales for the com- 
pany’s bonded products and grain 
division. W. J. Kingsley, assistant 
general sales manager, has been 
appointed sales manager of the di- 
vision’s industrial products, and J. 


: |G. Fritzinger has been named sales 


;manager for special accounts. 
| Changes in the coated products di- 
'vision include the appointment of 


Zs J. F. Claydon as director of sales, 


oe EDWARD H. BUTLER 
eet Editor ond Publisher 


BUFFALO EVENING NEWS: 


KELLY-SMITH CO. 
Notional Representatives 


_. WESTERN NEW YORK’S GREAT NEWSPAPER 


and H. P. Dales as manager of the 
'industrial sales branch. 


| Buckner to Lake Advertising 


Buckner Mfg. Co., Fresno, Cal., 
/maker of sprinklers, quick-coupl- 
ing valves and other equipment 
for sprinkler irrigation systems, 
has named Russell W. Lake Ad- 
| vertising, Fresno, to handle its ad- 
| vertising and promotion, effective 
Jan. 1. 


Advertising 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 8-10, 1954. Advertising Assn. of the 
West, midwinter conference, El Conquis- 
tador, Tucson, Ariz. 

Jan. 17-20, 1954. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 


Jan, 28-30, 1954. Assn. of Railroad Ad- | 
vertising Managers, Jung Hotel, New Or- 


leans. 

*Feb. 2. Associated Business Publica- 
tions, annual Midwest conference, Edge- 
water Beach Hotel, Chicago. 

Feb. 5-7, 1954. Eastern Conference of 
Women’s Advertising Clubs, sponsored by 
the Advertising Women of New York, 
Savoy Plaza, New York. 

Feb. 12-13, 1954. Northwest Daily Press 
Assn., annual meeting, St. Paul Hotel, 
St. Paul, Minn. 

Feb. 15-16, 1954. Inland Daily Press 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 

Feb. 18-20, 1954. Southwestern Assn. 
of Advertising Agencies, Houston. 


*Feb. 24. Associated Business Publica- |] 
tions, annual eastern conference, Roose- | 


velt Hotel, New York. 

March 10-12, 
Industrial Editors, 17th annual conven- 
tion, Hotel Roanoke, Roanoke, Va. 

*March 17-20, 1954. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

April 4-6, 1954. American Public Rela- 
tions Assn., 10th anniversary convention, 
Shelton Hotel, New York. 

April 12-18, 1954. National Advertising 
Agency Network, management confer- 
ence, Boca Raton, Fila. 

*April 20-22, 1954. American News- 


paper Publishers Assn., annual meeting, | 


Waldorf-Astoria, New York. 

*April 22-24, 1954. American Assn. of 
Advertising Agencies, annual meeting, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

April 28, 1954. Brand Names Day, an- 
nual convention, Brand Names Founda- 
tion, Waldorf-Astoria, New York. 

May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago. 

May 24-30, 1954. National Business Pub- 
lications, annual spring meeting, White 
Face Inn, Lake Placid, N. Y. 

June 2-4, 1954. National Sales Execu- 
tives convention and sales equipment 
fair, Conrad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. 1954. Magazine Publishers 
Assn., 35th annual meeting, the Green- 
brier, White Sulphur Springs, W. Va. 

June 14-17, 1954. National Industrial 
Advertisers Assn., 32nd annual conven- 
tion, Hotel Sheraton-Mt. Royal, Montreal, 
Can. 

*June 16-17. National conference of 
business paper editors, Washington, D. C. 

June 20-23, 1954. Advertising Federa- 
tion of America, 50th annual convention, 
Boston. 

June 27-30, 
the West, 5ist annual convention, 
Lake City. 

Sept. 26-29, 1954. Pacific Coast Coun- 
cil, American Assn. of Advertising Agen- 
cies, Hotel Del Coronado, Coronado, Cal. 

Oct. 4-5, 1954. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 13-15, 1954. Direct Mail Advertis- 
ing Assn., annual convention, Boston. 


1954. Advertising Assn. of 
Salt 


Belting Co. to Lamb & Keen 
Alexander Bros. Belting Co., 


Philadelphia, has appointed Lamb. 
& Keen, Philadelphia, to handle its | 


advertising. Stewart-Jordan Co., 
Philadelphia, formerly had the ac- 
count. 


Stanislaus Named Exec V.P. 


Stan Stanislaus, formerly with 
the Los Angeles office of Reuben 
H. Donnelley Corp., has joined 
Beckmann, Hollister & Kuhn, San 
Francisco, as executive v.p. 


1954. American Assn. of | 


Age, January 4, 1954 
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ARABI C-—Beirut, Lebanon, newspapers 
| translated the copy, ran this ad in Form- 
fit Co.'s two-week ‘Festival of Life’’ promo- 


tion there. MacFarland, Aveyard, Chicago, 
is the Formfit agency. 


Sinow to Collard Advertising 

Mort Sinow, since 1947 the head 
of his own Los Angeles agency, 
has joined Clark Collard Adver- 
tising Agency, Los Angeles. For 
the present, Mr. Sinow will con- 
tinue to handle his own business 
independently, but will also work 
immediately on Collard business 
and the development of new ac- 
counts in diversified fields. 


Opens Maryland Advertising 

Maryland Advertising Agency 
has opened offices in the Wil- 
loughby Tower, Chicago. Evelyn 
Young, v.p., will be in charge of 
the office. 


‘U.S. News’ Names Keogh 

Frank B. Keogh, a member of 
the New York sales staff, has been 
named New York regional sales 
manager of U.S. News & World 
Report. 
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VETERAN—Alfred £. Lyon, board chair- 
man of Philip Morris & Co., pins a 20- 
year button on diminutive Johnny Philip 
Morris, on the occasion of his 20th year as 
the company’s living trademark. Johnny 
was hired by the cigaret company in 1933 
from the Hotel New Yorker, where he was 
a pageboy. 


Britons Plug for 
Free Enterprise in 
$60,000 Ad Splash 


Lonpon, Dec. 29—Briiain, which 
had a Socialist government for 
six years after the war, is now 
getting $60,000 of free enterprise 
advertising each year. 

The campaign, started in late 
1951, is being run by the Institute 
of Directors, an association of 
corporation directors. Aside from 
this drive, free enterprise today 
gets little or no advertising sup- 
port in Britain. 

The institute’s campaign is di- 
vided into two phases. The first is 
a series of full-page ads which 
run in two national newspapers, 
the Daily Herald and Daily Mirror. 
Both of these papers have large 
working class readerships and. 
both are strongly pro-Labor party. 


@ These ads are pointed toward 
young people. Copy run this fall | 
said: “In this new Elizabethan 
Age, most of us feel that we are 
making a fresh start after the mis- 
eries of war, controls and shortage 
You will decide where our fres’ 
start takes us. 

“Keep Britain a land of per- 
sonal freedom. Make Britain a 
land of opportunity for all.” 

Another ad from this national 
campaign proclaimed: “All over 
the world people are having to 
choose (if they are allowed to) 
whether the State shall be the 
Master or the Servant of the Peo- 
ple. You will also make your 
choice in the years ahead.” 

The second phase of the cam- 
paign is a series of ads running in 
British youth magazines. These ads 
all feature free enterprise testi- 
monials from prominent people in 
the entertainment and sports world. 


a All the youth magazine ads end 
up this way: “WHAT’S YOUR 
LINE? Whatever your job is— 
while there’s Free _ Enterprise 
there’s opportunity. So make the 
most of it yourself, and encourage 
the spirit of Free Enterprise in 
others all you can.” 

Theme of the entire campaign is 
“Free Enterprise gives everyone 
a chance and a choice.” 

Michael Romain, publicity ad- 
viser for the Institute of Directors, | 
told AA the campaign is “pure | 
advertising to create a climate, 
favorable to free enterprise in the | 
popular sense.” Mr. Romain co-) 
ordinates the campaign between | 
two agencies, Pritchard, Wood & 
Partners and C. R. Casson Ltd. | 


| previously 


N. W. Ayer Names Five 
to Staffs in Three Cities 


N. W. Ayer & Son has announced 
the addition of several members 
to its staff in various cities. Cowl 
Rider, formerly associate editor of 
the News Leader, Richmond, Va., 


|has joined the copy department in 


Philadelphia, while Walter R. Avis, 
advertising-merchan- 
dising manager of Zippo Mfg. Co., 
joined the agency’s plans-mer- 


|chandising department. Ismini Ke- 
|sos, formerly advertising artist for 
| May Co., Los Angeles, has joined 


the art department in Philadelphia 

as a layout artist. ° 
John R. Lee, previously with 

Ruthrauff & Ryan in Detroit, has 


|joined Ayer’s Detroit office, and 


Margaret G. Lewis has become as- 
sociated with the radio and tele- 
vision program production staff in 
New York. 


NBC-TV Promotes Three 
Samuel C. Fuller, executive pro- 
ducer of the “Colgate Comedy 
Hour” for NBC-TV, has been pro- 
moted to national tv program di- 
rector, effective Feb. 1. Mr. Fuller 
will report directly to Thomas 


McAvity, head of the tv network | 


programs division. Michael Dann, 
manager of planning, has been 
promoted to manager of tv pro- 
gramming. Roy Passman, assistant 
program manager, has been named 
manager of tv program adminis- 
tration. 


Cummings to Malden Mills 


Chester R. Cummings, for the 
past four years sales manager of 
the coat and suit division of Tan- 
bro Fabrics Corp., has joined 
Malden Mills, Malden, Mass., as 
sales manager. He will direct ad- 
vertising, merchandising and pro- 
motional activities for the Malden 
fabric line. His headquarters will 
be in New York. 


DeMotte Joins ‘S.F. News’ 

Ralph E. DeMotte, formerly 
v.p. and Pacific Coast manager 
of Reynolds-Fitzgerald, newspaper 
representative, has joined the na- 
tional advertising staff of the San 
Francisco News. 


Moves Chicago Offices 

The Chicago offices of Cleaning 
& Laundry World have been moved 
to larger quarters in the Monad- 
nock Bldg. 


Sponsors Chet Huntley News 


Johnston & Johnston, Los An- 
geles, has signed to sponsor the 
news commentary of Chet Huntley 
on Monday, Wednesday and Fri- 
day, at 5:30 p.m., PST, over 65 
stations of the ABC coast and 
Mountain Radio network. Frank J. 
Miller Advertising, Los Angeles, 
is the agency. 


KSL-TV Names Agency 

KSL-TV, Salt Lake City, has 
named Ross Jurney & Associates, 
Salt Lake City, to handle its ad- 
vertising. 


Jim Smith Advertising Moves 

Jim Smith Advertising, West 
Hartford, Conn., has moved to 721 
Main St., Hartford. 


Final 
Closing Date 
Feb.25 


79 W. MONROE ST., CHICAGO 3 


to sell’em... tell ’em 


“Where to Buy It LOCALLY 


in the April 1954 
AMERICAN BUILDER 
CATALOG DIRECTORY 


Send for 16-page brochure 
for the complete story 


AMERICAN BUILDER 


30 CHURCH ST., NEW YORK 7 


AMERICAN 


JILDER: 


1954 CATALOG 


But why MEN over 45? 


Our doctors still don’t know why, but if you are a 
man over 45 you are six times as likely to develop 
lung cancer as a man of your age twenty years ago. 
They do know, however, that their chances of sav- 
ing your life could be about ten times greater if 
they could only detect cancer long before you 
notice any symptom in yourself. (Only 1 in every 
20 lung cancers is being cured today, largely be- 
cause most cases progress too far before detected.) 
That’s why we urge that you make a habit of hav- 


ing your chest X-rayed every six months, no mat- 
ter how well you may feel. The alarming increase 
of lung cancer in men over 45 more than justifies 
such precautions. Far too many men die needlessly ! 

Our new film “The Warning Shadow’’ will tell 
you what every man should know about lung 
cancer. To see this film and to get life-saving facts 
about other forms of cancer, phone the American 
Cancer Society office nearest you or simply write 
to “Cancer” —in care of your local Post Office. 


American Cancer Society 
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ted are Robert Wandesforde, Fred- 
erick E. Baker & Associates, v.p.; 
James Peck, Robert Nichols Agen- 
ey, secretary, and Arthur Browne, 
Associate Artists, treasurer. 


Seattle Art Group Elects 

Harry Bonath of Harry Bonath 
& Associates has been elected 
president of the Seattle Art Di- 
rectors Group. Other officers elec- 


4 


See how ADmatic can boost sales for you 


in trade shows, stores, windows—day or nig 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator n , 

The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28” T V. It holds 30 slides (2" x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. 

For rental or purchase terms, wire, write or phone 


' THE HARWALD COMPANY, INC. 
1216 CHICAGO AVE. DAVIS 8-7070 EVANSTON, |! 


| Vance Boosts One, Adds One © 
'. Vance Publishing Co., Chicago, 
has promoted Elmer O. Olin, as- 
sistant manager of its circulation). 
department for several years, to! 
circulation manager of American 


Advertising Age, January 4, 1954 
British Will Need 
Big Ad Plans to 
Sell U.S.: Wincott 
LonpOoN, ENGLAND, Dec. 29— 


Lumberman & Building Products 
Merchandiser, Food Packer and 
Wood & Wood Products. Edward E. | 
Burke, formerly general manager 
of Apartment Life, New York, has 
joined Vance as eastern district) 
manager of Food Packer and Wood | 
& Wood Products, with headquar- 
ters in New York. | 


K&L Parts Names Collard . 
K&L Radio Parts Co., Los An-— 

— Te — = Prin ng JOHN A KELLOGG, formerly president of 

te hendie . be - tii ’ 0 its T . Kellogg & Associates, San Francisco mar- 

Met J | th ba | ket research consultant, has been appointed 

gl Pow ag a. .- o bli. bee ~| market research director of Carnation Co., 

will be meomen an Vv pubdlications Los Angeles. 


\‘Monitor’ Names McCarney Co. 
The Monitor, Trenton, N. J., 
which will bow Feb. 5 as the of- 


ficial organ of the Trenton Catho- 
lic Diocese, has appointed R. W. 


Peterzell Joins Carter 

Norman Peterzell, formerly an 
account executive for Biow Co., 
New York, on the Procter & Gam-| 
ble account, has joined Carter 


Products Inc., New York toiletries 
manufacturer, as a product mana- 
ger. 


McCarney Co., Philadelphia pub- 
lishers’ representative, to repre- 
sent it nationally. 


This is interest 


This is ENTHUSIASM! 


The 
‘AME RICAN WEEKLY 


creates 


ENTHUSIASM” 


To help you make a big splash in the places where sales are easier to come 
by, and therefore more profitable, The AMERICAN WEEKLY concentrates its 
more than 9,600,000 circulation in the strategic areas of heavy population. 


* 
ENTHUSIASM is interest raiséd to the buying pitch! 


THE AMERICAN WEEKLY, 63 


VESEY 


STREET, NEW YORK 7, WN. Y. 


Harold Wincott, hard-bitten edi- 
tor of Investors’ Chronicle, has 
just returned from a trip to the 
U. S. with some blunt advice for 
British firms trying to sell in 
America. 

“You really haven’t a hope in 
hell of selling there in a big way 


;}unless you go in for a mammoth 


advertising campaign,” said Mr. 
Wincott in an article in the Fi- 
nancial Times. “Every American 
manufacturer does so—in the 
newspapers, and magazines, on 
the hoardings [poster locations], 
over the radio and tv, through the 
‘free’ book matches which are 
hurled at you everywhere,” he 
continued. 

As for British manufacturers, 
Mr. Wincott said, “With one or 
two notable—and successful—ex- 
ceptions, you never see British 
goods advertised. Some of our 
people are willing to take the long 
view and plow back their profits 
in new advertising campaigns. But 
they seem to be in the minority. 
And I’m told our Treasury won’t 
(maybe can’t) release new dollars 
for the purpose.” 


= For tips in selling to Ameri- 
cans, Mr. Wincott threw out 
these: 

1. “The customer is not just 
king; he’s an absolute despot. He’s 
right first, last and all the time.” 

2. “It’s not enough to sell on 
alleged quality alone; you must 
have an unusual product, some- 
thing the Americans don’t pro- 
duce themselves. Try to ape the 
American products and generally 
you’re sunk. Produce something 
they don’t produce and, if it fills 
a need, it will sell.” 

3. “It is absolutely vital to stop 
talking about the American mar- 
ket. There at least five markets 
there—the Atlantic Coast, from 
Boston to New York; the New 
South; the Great Lakes area; the 
Mississippi Basin; and the great, 
lusty market west of the Rockies.” 

As examples of British products 
which have sold in America, Mr. 
Wincott cites the “three Ws— 
whisky, woolens and Wedgwood” 
—and cars, bicycles and biscuits. 

Mr. Wincott’s parting word to 
his readers is, “Independence, as 
Kipling might have written, is not 
made by saying, ‘Oh, how won- 
derful,’ and raking in the aid.” 


Collins Elected to Head 
New Pittsburgh PR Society 


William H. Collins, director of 
advertising of Dravo Corp., Pitts- 
burgh, has been elected president 
of the newly organized Pittsburgh 
chapter of the Public Relations 
Society of America. He will also 
serve as a director of the society. 

Other officers elected are W. 
Everett McLaine, director of pub- 
lic relations, United States Steel 
Corp., v.p.; Stanley R. March, di- 
rector of public relations, Carnegie 
Institute of Technology, treasurer, 
and M. K. Mellott, president, M. K. 
Mellott Co., secretary. 


‘Quick Frozen Foods’ Issues 
‘Retail Pocket Edition’ 


Quick Frozen Foods, New York, 
has begun issuing a new mass re- 
tail circulation magazine, Retail 
Pocket Edition, a 4x6” publication 
to be distributed to 30,000 food 
retailers monthly. 

The publication will keep re- 
tailers informed on the proper 
handling and sales of frozen food. 
It is produced by the editorial 
staff of Quick Frozen Foods. 


Ad Council Elects Roche 


John D. Roche, v.p. of B. For- 
man Co., Rochester, has been 
elected president of the Advertis- 
| Council of Rochester. Other 
officers are Harry H. Wisner, 
Case-Hoyt Corp. and William 
| Fay, v.p. of Stromberg-Carlson. 
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Salesense in Advertising ... 


Settle on Your Basic IDEA Before 
You Think About Pictures 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


In a recent Salesense piece (AA, Dec. 
7) it was my pleasure to salute the most 
important part played by the “artdirect- 
ing adman” in the creation of outstanding 
advertisements. I observed that “many, 
many times the all- 
important symbols of 
effective communica- 
tion are the pictures.” 

Several letters from 
my readers lead me to 
believe I did not make 
my viewpoint  suffi- 
ciently clear. I have 
seen many fine adver- 
tisements that trans- 
mitted the selling IDEA 
(concept of persuasion 
and conviction) almost solely through 
the medium of pictures. But the mere 
fact that a picture is a picture does not 
make it, automatically, a selling idea. 

Pictures and layout effects can be as 
colorful as a rainbow and as dramatic as 
the Grand Canyon of Arizona and yet be 
totally impotent as instruments of per- 
suasion and conviction. A possible excep- 
tion to this is the advertising of items of 
exceedingly small consequence (soft 
drinks, for example) that rely mainly on 
pictures of pretty girls to do the selling 
job. 


James D. Woolf 


=» But mere pictures—pictures barren 
of the vital ingredients that create de- 
sire and motivate people to buy—are 
never a satisfactory substitute for a bona 
fide, honest-to-goodness selling idea. To 
this profound truth, unhappily, some 
copywriters in important posts appear to 
be totally blind. 

Two or three years ago a copy chief 
submitted to me his “idea” for the adver- 
tising of a new grocery store product. 
He stood up before me what he called a 
“pattern layout,” a very readable 
arrangement of eight pictures with ac- 
companying captions. “The readership 
studies tell us,” he said, “that the 
picture-and-caption technique invariably 
gets high ratings.”” He asked me to pay 
no attention to the “tentative headline” 
that had been lettered on the layout. 
“T’ll get around to the headline later,” 
he said. “But first let’s get set on the lay- 
out and art treatment.” 

“TI think you are going about this job 
backward,” I commented. ‘“Let’s settle 
on our selling theme and then go on from 
there. After we are agreed on our central 
selling idea, which won't be easy, we may 
find it entirely unsuitable for the picture- 
and-caption technique.” 

And that is just what happened. The 
copy chief came up with a copy theme 
that has since proved to be most effec- 
tive. The text in the advertisements is 
long and the illustrations confined to 


simple photographic treatment. A potent 
SELLING IDEA is the secret of the success 
of this campaign. 


s What is a potent selling idea? Here is 
my notion, as reported in this column on 
several occasions: 

“A potent selling idea is a concept con- 
cerning @ CONSUMER BENEFIT—made pos- 
sible by a superior product virtue—so 
desirable to a given group of potential 
buyers that its skillful presentation re- 
sults in a profitable volume of sales 
for the advertiser.” 

Keeping this definition in mind, let’s 
consider the advertisements that are re- 
produced herewith. I do not contend that 
they are not excellent advertisements. I 
think it quite likely they will achieve 
the objectives that have been set up for 
them. I show them here merely because 
they are examples of what are NOT bona 


fide, honest-to-goodness selling ideas. 
._ “This Christmas... 
you bet I wont forget /” 


‘ 


. » 
A GREAT SMOKE... A GREAT GIET., 
Ano Tear’ PUTTING 1 MoE! 


WHITE OWL Co 


The White Owl ad does not promise an 
important and credible CONSUMER BENEFIT 
—made possible by a superior product 
virtue. To be sure, the reader is promised 
“A Great Smoke...a Great Gift...and 
That’s Putting It Mildly!” But these eleven 
words do not add up to much of an idea, 
do they? What saves this advertisement 
from being a total nonentity is the com- 
manding and unusual illustration, a strik- 
ing art treatment that does its job very 
well. But if this advertisement is more or 
less typical of all White Owl advertising 
(which it may not be), then I’d say that 
White Owl hasn’t yet found the type of 
potent theme under discussion in this 
piece. 


s “Shocking” seems to be the central 
theme of the Schiaparelli campaign, a 
typical sample of which is shown here. 
This advertising, I am told, has been 
notably successful, and I am not holding 
it up for criticism. I simply want to air 
my notion that what may be good for a 
costly perfume may be very, very poor 
for a laundry soap, or a refrigerator, or a 
line of baby foods, or an electric razor. 


DPE GOO. BD. pereweanee, LOW > CME, dresden. cteemgt Shocking Celngie, 124 MOE FBO 


The copywriter desperately seeking a 
big idea for, say, a brand of gasoline, is 
not likely to find the answer in the 
Schiaparelli art procedure. 

Now note the Pond’s Angel Skin and 
the V-8 vegetable juices advertisements 
shown here. The Pond’s ad relies on the 
strength of its PROMISED BENEFIT—“a 
revolutionary lotion with deep-softening 
action”’—and not, primarily, on the lure 
of its pictures. I can think of no art treat- 
ment, no matter how exciting and dra- 
matic it might be, that could possibly be 
as potent as the basic copy concept. 
Strip this advertisement of its main illus- 
tration and it would still be, in my opin- 
ion, an effective selling presentation. 

The V-8 ad, on the other hand, relies 
heavily on its pictorial treatment. But 
the pictures are not employed merely as 
tricky eye-catchers, as in the case of the 
White Owl ad, nor are they used for the 
sometimes dubious glory of high reader- 
ship ratings. The pictures in this ad have 
a serious and sensible purpose: they 
help to make clear and graphic the big 
idea that V-8 combines the “pure juices 
of all 8 of these garden-fresh favorites.” 

There is no substitute for a 14-carat 
selling idea. When you can’t think up a 


The Eye and Ear Department... 


‘Unbelievable!'; Bedell Agrees 


Weiss Discusses Buy-Bait 
Méthods for Cover Stamping 


C. M. Wonders About a Champ 


‘Teta owt Ste Pehctioest eet aot 


V8 So ces 


genuine and credible consumer benefit, 
you’re not going to find the answer in 
bizarre pictures, jingles, free verse, 
blurbs, cartoons, leg art, or in babies, 
monkeys, giraffes and elephants. 


It's Up to the Leaders 


The subject of the social responsibilities 
of the advertiser in radio and television 
deserves a lot more attention than it gets. 
The reason is quite apparent. We are 
rightly proud of our democracy and don’t 
hesitate to tell the rest of the world about 
it. But visitors from overseas get a pretty 
dim view of democracy at work when they 
learn about the electronic vagaries of 
large corporations, above reproach in ev- 
ery other respect, which steal extra com- 
mercial time, use naked human emotions 
to attract large audiences, sell through 
actors posing as doctors, and turn their 
heads while the editorial content of their 


programs condones every sin known to 
man. 

Nor is this irresponsible behavior doing 
anything to raise a new generation with 
high moral standards—a fact which is 
being reflected in the newspapers every 
day. 

If we agree that television and radio 
are remarkably well suited to change the 
mores of the community, how do we go 
about it? 

By adherence to the National Assn. of 
Radio & Television Broadcasters Code. 
This is a perfectly good document if 
properly administered and if those using 
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it agree to abide by it. Unfortunately, it 
is too often regarded as a “they made 
their rules, now let’s see them enforce 
it” kind of document. 


s There is really little flagrant violation 
of the moral aspects of the code. Only 
the shabbiest of clients would permit a 
broad violation. But there are many 
shades of gray and these areas are most 
important of all because of their viv- 
id sight-plus-sound-plu s-demonstration 
effect on the borderline mental cases 
watching television. 

The use of violence for whatever reason 
is the most dangerous when shown to a 
moron. Seduction, other sex offenses, and 
plain ignorance of the golden rule and 
old-fashioned morality are the most seri- 
ous. Whatever happened to our codes of 
behavior and our standards of truth and 
justice? Why do large corporations which 
practice ethics daily in their business life 
turn their backs on this loose behavior 
in the electronic media? 

Another common violation is stretching 
the length of the commercial. A mighty 
mogul who has a splendid record in busi- 
ness life becomes a fiendish villain when 
it comes to stealing extra commercial 
time on his program. Three minutes and 
40 seconds to him seems like a smashing 
victory over the enemy on a 30-minute 
show. He feels that his out-of-pocket costs 
are so high that he has to steal extra 
sell to justify them. As a result he places 
himself in that same immoral, unprin- 
cipled category he deplores elsewhere, 
and he risks over-selling or over-com- 
mercializing a medium that is constantly 
under fire. 


a The worst that can happen is that he is 
going to condition his potential customers 
to the fact that the middle commercial 
is so long that they can get a drink, go to 
the bathroom, or do other desparate chores 
and not miss any of the show. If they 
do this during the show as often as they 
do it between shows, the medium will 
certainly suffer in regard to opportunity 
to sell. 

Then there’s the matter of misrepre- 
sentation in commercials. Almost all of 
our products are good. Why, oh why, then, 
is it necessary to stoop to phony doctors, 
misleading claims, and exaggerations? 
Why has the cigaret industry talked itself 


On the Merchandising Front... 


into feeling that it is doing a great serv- 
ice to mankind when it knows very well 
the world would have been far better 
off if Sir Walter hadn’t fallen into the 
western version of an opium den? We're 
all for selling—make no mistake. Hard, 
competitive selling that is honest, factual 
and forthright. Nobody ever made con- 
tinuing sales through misrepresentation. 

But we have a lot more at stake than 
that. In the long run the integrity of 
business in the working of democracy will 
regulate the future of this country and 
the world. Petty thievery isn’t going to 
help anybody. 


a How about the use of human emotions 
as a vehicle? It would be easy to ration- 
alize shows like “Strike It Rich” (Col- 
gate, CBS); “On Your Account” (P&G, 
NBC); and “Comeback Story” (Ekco & 
Sealy, ABC). Two of them are controlled 
by two of our largest and most respected 
companies and they must have ration- 
alized the use of unfortunate human be- 
ings treated like cattle and paraded in 
front of the public, clearly pointing out 
that democracy doesn’t work—that you 
have to go begging in public if you face 
hard times. 

These mighty corporations may have 
rationalized it, but it’s coming back to 
haunt them. What a shabby, shameful 
environment in which to sell a whole- 
some product. What a complete disregard 
of human privacy. What a short-sighted 
sense of responsibility to democracy. 
Even if this were the only type of show, 
it would then be better to use another 
medium for selling. As it is, this category 
is well down the line in popularity, day 
or night. Thank you, Mr. and Mrs. Con- 
sumer, for recognizing this ugly form of 
entertainment and continuing to turn 
your back on it. 

We haven’t room here for a detailed 
factual presentation of case histories and 
naming names. You can take care of that 
yourself. Watch television regularly. The 
main point is that we must be increasing- 
ly aware of our responsibilities as ad- 
vertisers and accept them with the same 
spirit of integrity that guides our lives 
and the lives of our leaders. If we don’t 
demonstrate this ethical code, how can 
we expect the little ones to accept it? Let 
us rise and throw the rascals out. This is 
bigger than all of us. 


Buy—and Win a Trip to Mars 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agen- 
cy, New York.) 

Who will be the first manufacturer to 
offer distributors, or wholesalers, or re- 
tailers an all-expenses-paid trip around 
the world? 

And when will that be topped with a 
free interplanetary trip taking in the 
moon, Venus, Mars and a couple of way 
planets in between? 

It could happen. 

After all, this “buy-to-the-hilt” bait 
started with the offer of a couple of days 
in New York, Miami, or Los Angeles. The 
several days were soon stretched out to a 
week—and a couple of extra night club 
visits thrown in for good measure, plus 
golf instruction by Tommy Armour. 

Then came the charter-a-whole-boat 
gimmick. That, too, started modestly 
enough—a few days in Bermuda or 
Nassau. Before long, these boat trips were 
stretched out to a week and took in more 
distant points. Now one manufacturer is 
apparently offering trips to Paris; price— 


a mere carload order. 

To manufacturers whose generosity 
remains unlimited, but whose imagination 
has become dulled by this competitive 
succession of buy-heavy bait, I offer a 
suggestion: The good U. S. ship “Indepen- 
dence” is leaving late this winter for a 
65-day cruise touching India, among other 
distant ports. Now there is bait that even 
the wariest distributor or merchant would 
find irresistible, particularly if the free 
ticket included his wife and perhaps that 
marriageable daughter! 


= Actually, I am not fearfully concerned 
over the ultimate consequences of this 
approach to the problem of keeping the 
factory busy. I take that attitude because 
there is every reason to doubt whether 
these plans have sold anything like the 
volume with which they are credited. And 
once this knowledge penetrates into the 
proper offices, I think an abrupt halt 
will be called. 

Here is how I reason it out: 

1. Most of the manufacturers who make 
these offers sell at least 75% of their 
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The Creative Man’‘s Corner... 


about Mary Montrose’s “willingness 


dog’s name.) 


nies.” 


and started all over again—confident 


talking dogs.) 


Well... dogs will be dogs. 


Eastern Corp., Bangor, Me.” 
Now that we have the ad figured out, 
certain about the following: 


able for framing—especially one 
easily. 


3. How we can send for something 
on Hammermill Bond. 


Suitable for Framing 


We started this ad thinking it was an ad for dog food. Why not? It fea- 
tures a dog and doesn’t promise a single bit of information on writing paper. 
Half way through the copy we came upon the word “bitch”—and began to 
think the copy just a little racy. Our suspicions in 
this respect were further confirmed when we read 


easily.” (Mary Montrose is the bit—pardon: the 


At just about that point, however, the copy ab- 
ruptly ceased telling us about Mary and, grabbing 
us by the points of our sports shirt, suddenly said, 
“And here’s another outstanding record: Atlantic 
business papers are the choice of 8 of America’s 9 
largest steel mills, 12 of the 15 top automobile man- 
ufacturers, 7 of the 10 biggest fountain pen compa- 


A little confused, we went back to the beginning 


where we had missed the information that Mary 
Montrose is a writing dog. (After all, there are 


But no such thing. All we did was learn all over 
again that Mary Montrose was judged the best 
bitch at Westminster (the British aren’t going to like 
this a bit) and betrays a willingness to bend easily. 


After a third try, we decided this must be one of Campaigning seer 
those many amusing instances in which ads about he amprmcerionted age of way two Yor 
two different subjects become juxtaposed, with hi- sinoar, Hw tt oye om ar marlin 
larious results. Maybe, we mused to ourselves, the i “end conly on for bt tos 
makeup man put a dog food ad right on top of an i 
ad for Atlantic Bond—without any separation what- Aen, Dens prone ex Go eee 
soever, not even so much as a hairline rule. 2 cn gaily eal 

Except. Except that down at the bottom a para- aan net inohngfettechente nt 
graph in small type says, “For a handsome illus- 
trated sheet showing ‘America’s Favorite Hunting 
Dogs,’ attractively printed and suitable for framing, 
ask your printer or write on your letterhead to the 


1. What we would do with a hunting dog suit- x 


2. Why this would make us want Atlantic Bond. 
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that bends 


free like this on a letterhead printed 


total volume to some 25% of their outlets 
—and that’s true whether we are talking 
about distributors, wholesalers, or re- 
tailers. In some instances, these manufac- 
turers actually get as much as 80% 
of their total volume from 15% of 
their outlets. These large outlets cannot 
be tempted by any free trip offer to 
over-buy, or to concentrate their pur- 
chases unduly, or in general to buy in 
any way other than how their records 
suggest will result in the fastest-moving 
inventory. In other words, these baited 
buy-heavy offers actually can appeal 
only to the outlets responsible for a 
minority of a manufacturer’s volume. 
That practically dooms them, once a 
sensible statistical analysis is made. 


a 2. This limiting factor becomes still 
more self-evident when it is understood 
that, in these large outlets: 

A. The buyer is absolutely forbid- 
den to take gratuities of any kind— 
and certainly he would hardly accept 
a gratuity (if he were inclined to 
violate house rules) that hits the 
front page! Precisely the same ap- 
plies to the distributor’s sales mana- 
ger and to other executives of these 
large distributing organizations. (And 
remember when I use that term 
“distributor” I am referring to every- 
body in the distributive process.) 

B. The heads of these businesses 
are pretty comfortable financially. 
They can afford to travel when and 


where they choose without supplier 
subsidy. And they have the good 
common sense to know that the only 
basis for a purchase order is turn- 
over; not a trip to the stars. 

C. In these large organizations, 
orders must be confirmed, signed, 
countersigned by several individuals. 
It would be impossible, if it were 
permissible, to determine who gets 
the free trip! 

3. Now that competition is becoming so 
keen, it is reasonable to conclude that 
some of our boom-time vacation concepts 
will be “unboomed.” The four-to-eight- 
week vacation (as well as the 24-hour 
executive week, I might add) will tend to 
be cut back. 

4. The whole emphasis in channels of 
distribution will focus on selling; not on 
buying. The buying will be in conform- 
ance with a sales plan. Obviously, that 
doesn’t permit much consideration to be 
given to orders that are dictated primarily 
by purchase bait. 

5. Bankers are checking credit much 
more carefully than has been true for 
some years. The banker is hardly likely 
to approve an order that ties up an ac- 
count with a 60-day or 90-day inventory, 
for example, when wisdom dictates a 30- 
day inventory maximum. 

6. The whole trend of buying will be 
back toward what before the war was 
called hand-to-mouth. 

Come to think about it, it might be 
wise for a large manufacturer to encour- 
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age a competitor to offer a 60-day trip 
around the world for that competitor’s 
distributors. In fact, I’d finance the com- 
petitor’s costs! 

Yes, I would—because I’d love nothing 
better than to get his distributors as far 
away as possible from domestic markets 
for 60 days or even for 30 days. I’d relish 
this particularly if my competitor could 
prevail upon the top sales executives of 
his best distributors to take the free 
trip! 

Then I’d come to my own distributors 
with a merchandise-moving program, 
instead of a merchandise-buying pro- 
gram. And, while my competitor’s dis- 
tributors were relaxing under what the 
steamship companies call “soft, exotic, 


G. D. Crain Jr. Says... 


romantic southern skies,” I’d have my 
own distributors out plumping for bus- 
iness as they haven’t plumped since 1940! 
1940! 


® Seriously, it seems obvious to me that 
a manufacturer’s best prospects are al- 
most always his present best customers. 
It is here that his choicest potential for 


growth exists. These top customers don’t. 


buy free-trip bait; they buy profitable 
turnover. Offer them programs that prom- 
ise profitable turnover (I admit these 


- programs are somewhat more difficult 


to concoct than a free-trip offer!) and 
everybody concerned will be able to 
take—and enjoy—a trip on his own bank 
account! 


Let's Tell Our Own People 


Not long ago I found myself seated at 
a business luncheon next to an important 
industrial executive. He heads a manufac- 
turing division of a large company, and 
is responsible for research and production 
in one of its most important plants. 

This company happens to be a leading 
national advertiser, and has been success- 
ful in its sales and merchandising opera- 
tions, as reflected in its growth and net 
profit record. But this executive in the 
production end of the business was obvi- 
ously not too well informed regarding this 
part of the company’s activities. 


@ Some of his questions might have 
seemed to be naive, but they reflected 
an honest curiosity which had not been 
satisfied. He wanted to know how large 
enterprises make sure that their advertis- 
ing pays off, and showed some doubt as to 
whether such impressive expenditures as 
those of his own company could be justi- 
fied. And he wondered a lot about some 
of the advertisements of products such as 
his company makes, suggesting that the 
copy might be too long or not very inter- 
esting to the casual reader. 

This research and production expert 
was not trying to be cynical, because he 
is a strong company man, who believes in 
its management and its future. But while 
he is familiar with all of the manufactur- 
ing operations of the corporation, he very 
obviously had not been fully informed 
about the marketing, sales and advertising 
policies of the company. 


= Even though he is concerned directly 
only with research and production af- 
fairs, it seems to me that he and all other 
executives (and perhaps workers all ‘the 
way down the line) should know what the 
company is planning and doing to make 
sure of a market and a demand for the 


Tips for the Production Man... 


goods they are developing and producing. 
They are all on the team, and they de- 
serve to be kept advised regarding mer- 
chandising strategy as well as production 
schedules and financial prospects. 

Most companies have devoted a lot of 
attention in recent years to public rela- 
tions, and have spent time and effort in 
making sure that the people who compose 
the communities in which they are operat- 
ing and the markets in which they are 
selling know something about them. This 
is good thinking, of course; but is it pos- 
sible that in laying out a public relations 
program the company’s own organization 
may have been neglected? 


@ Certainly all at the executive or super- 
visory level in large companies should 
know what is going on marketing-wise 
and advertising-wise, and it is equally 
certain that they won’t know about these 
things merely from casual contacts and 
conversations with other members of the 
organization. Advertising departments 
frequently send copies of their ads and 
promotion programs to salesmen, distrib- 
utors, and others directly concerned with 
their merchandising, but do they also in- 
clude production executives and workers, 
who might have an equal interest in what 
is being done to market their products? I 
doubt if this is anywhere near standard 
practice. 

Some observers of the advertising scene 
have been disturbed because a consider- 
able number of people in the advertising 
business seem to have little fundamental 
belief in what they are doing, or even 
enthusiasm for the American system of 
competitive enterprise. Most people in 
deVelopment and production work believe 
in the system of which they are a part, 
and are eager to have the full story. 

Why not tell them? 


Dies and Cuts for Cover Stamping 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

Production men are frequently called 
upon to handle preparation of plates for 
hard covers or for embossed flexible 
covers. About anything is possible here 
that can be accomplished with line werk 
on coated papers, except that the plates 
must be specially prepared. 


For hard-bound covers to be gold 
stamped, extremely thin lines and thin- 
serif types should be avoided. When or- 
dering zinc or copper line engravings for 
use as binders’ dies, be sure to specify 
extra heavy metal and order them etched 
much more deeply than when they're 
prepared for printing on paper. 

Zinc, which is hard, but brittle, usually 
is best for short runs, reasonably smooth 
cloth surfaces, and for ink stamping. Most 


cover makers also find these specially- 
prepared zinc plates suitable for success- 
ful gold foil stamping, using heat. 

Catalogs, annuals, and price lists, where 
embossing is desired, require solid brass 
dies, using heat and hydraulic pressure. 
The embossed lettering and designs are 
raised above the surface, rather than 
pressed into it. 

Debossing is also used for special ef- 
fects. A die is prepared, making it possible 
to raise portions of the design and at the 
same time depress into this same section. 
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Some of the units which may be debossed 
might be lettering, ornamental borders, or 
trademarks. 

Cover makers frequently offer a library 
of stock dies for embossing. These designs 
embrace many ornamental and iilustra- 
tive subjects and their use is offered as a 
service to their customers. Special dies 
for lettering, trademarks, etc. can be made 
and incorporated into the stock dies. 

An alternate to gold-stamping is the 
use of silk screen or airbrush addition of 
color to desired portions of the design. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


“UNBELIEVABLE!” says the headline. Of 
course it’s unbelievable, because it’s 
untrue. “Unbelievable! Tripie Track 
All-Aluminum Non-Storing Storm Win- 
dow 09.” All that is unbelievable. But 
that isn’t the way the advertiser meant 
his “unbelievable.” ; 

Following the above, all of which is 
in reverse and 14 to 42 point, comes the 
6 point (or smaller) hook. That reads, 
under the “$9” and above the arrow: 
“with purchase of 6 or more additional 
TRIPLE-TRACK ALL ALUMINUM NON-STOR- 
ING storm windows at regular prices.” 

A non-storing window may be worth 
around $30. So you get a $20 discount 
on one window with a purchase of $140, 
or thereabouts. That’s less than 15%. 
What’s “unbelievable” about a 15% 
discount? 

An outfit that would run this kind of 
weasel offer is probably the kind of an 
outfit that would inflate its prices be- 
fore they quote. So maybe the discount 
is less than 15%. 

Since “nearly everybody reads the 
Bulletin,” it is likely a few thousand 
Philadelphians had some of their faith 
in advertising impaired, upon going for 
this bait, and finding it was heavy with 
hook. 

This is reminiscent of the Firestone 
and other tire ads that blatantly 
screamed “'% off,” only to whisper 
that you had to turn in your old tires, 
and buy a first tire at regular price, to 
get 12 off on the next tire. 


* cs * 

It is impossible for a paper to police 
all ads. But I can’t see how a paper can 
let a sensational offer that looks like a 
70% discount get into its columns with- 
out knowing it—and doing something 
about it if it’s a phony. 

This sort of thing discourages the 
honest advertiser from using newspaper 
space. ‘What chance have I?” says the 
neighboring small space advertiser of 
aluminum windows. “If I’m honest, my 
offer won’t get read alongside such slip- 
pery bait offers. And if I’m dishonest, I 
injure my reputation in order to com- 
pete with an advertiser whose claims 
have no right in a decent paper.” 

So—he decides to stay out. 

A smaller city newspaper is cur- 
rently accepting advertising it knows to 
be dishonest, from an outlying furniture 
merchant. The paper says the town 
merchants are not good advertisers, so 
“what’s the difference?” Meanwhile, the 
newspaper assists the dishonest mer- 
chant to woo volume away from the less 
aggressive but honest downtown stores. 
“Who's doing what to whom, and who’s 
going to pay?” 

I’m not sure of the answer in all its 
details. But I’m sure the newspaper is 


UNBELIEVABLE! 


TRIPLE-TRACK 
ALL-ALUMINUM 


NON-STORING 


STORM WINDOW 


a © 
INTERLOCKING CENTER RAIL 
MEANS NO DUST, NO BUGS, NO RATTLES EVER! 


wea 


caworn EMerson 5-7272 


le Chester Phone 2-6712 


Vineland 7-1568 | Norristown 2789 


having something painful done to it that 
it doesn’t feel yet. 

What would I do with an ad like this? 

I would accept it if the advertiser 
made his “hedge” or “modification” of 
the offer as big as the type that precedes 
it. If the advertiser refused to run the 
ad on a “fair and square” basis for the 
reader, he should be told to take it 
somewhere else. Yes, I’m aware of com- 
petition and the need for the almighty 
dollar. 

But aiding and abetting dishonest ad- 
vertisers is like pregnancy. Either you 
are or you “ain’t.” You either make a 
presumably reputable publication an ac- 
cessory and aid to the cheap and cheat- 
ing type of merchant or you don’t. You 
either lower yourself to the standards 
of the advertising cornercutters, or you 
make the cornercutters meet your stan- 
dards if they are to associate with the 
main body of decent advertisers. 

If this kind of ad is run “in error,” 
it is just as harmful to public and paper 
and good advertisers as though it were 
run in conniving collusion with the ad- 
vertiser. 4 
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THe ADVERTISING MARKET PLACE. 


Rates: $1.00 per line, minimum charge $4.00. Gash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ASSISTANT TO 
ADVERTISING MANAGER 

Long established aggressive food manu- 
facturer has opening for man to assist 
in all phases in advertising department. 
Must live in Chicago and have full exper- 
ience in advertising dept. of national ad- 
vertiser. Excellent opportunity for con- 
tinuous growth in responsibility. Give full 
details in confidence and salary required. 

Box 6084, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ADVTG MGRS - COPYWRITERS 
EDITORS - PUBLIC RELATIONS 
SALES PROMOTION - ARTISTS 
Serving both Employer and Employee 
SHAY AGENCY 
30 W. Washington St. Chicago 2, Ill. 


ASSISTANT EDITOR for young, growing 
consumer magazine in the golf field. 
Should have writing ability, some back- 
ground in editing, production, etc., and at 
least a playing knowledge of the game. 
Starting pay is not great, but there’s real 
opportunity for young man to grow with 
magazine. Write or Phone: 

Golf Digest, 610 Davis St., 

Evanston, Ill. GR 5-1277 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


EXPERIENCED MARKET RESEARCH 
MAN for job involving creation of new 
techniques and solution of new problems. 
Must be experienced in complete super- 
vision of major projects from survey de- 
sign to final report. Salary open, New 
England location. 
Box 6083, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


“Our 43rd Year” 
ADV. ARTIST. Dept. store exp. Good 
knowledge of layout. $6,500 
ARTIST. Adv. Agy. Heavy paste-up, key- 
line exp. Some comp. and finished. $6,000 
COPYWRITER. 25-38. Min. 2 yrs.’ agy. 
exp. Midwest. $6,500 


GLADER CORPORATION 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5363 Chicago 


Wanted—Self-starting, self-organiz- 
ing salesman. Will cover well estab- 
lished territory in midwest working 
out of Chicago office. Well known 
publisher. Change in personnel opens 
excellent —— to right man. 
Earnings—salary and bonus arrange- 
ment in five figures—expenses paid 
—car furnished or mileage allowance 
if want to use own car. Replies 
strictly confidential. Write, give all 
pertinent details, age, experience, 
etc. for personal interview. 
Box 737 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


So We Do Have 
over $3,000,000 in Talent 
We can use more! 


DOUG SMITH, INC. 


You might be right for one of these 


Copy Chief; consumer, Agcy, Chi....... to $12,000 
Writer-Sec; fem. top design group, Chi... $4200 
Sales Rep; printing inks, Chi. areo...... open 
Iblust; figure, smaller studio.......... to $12,000 
Writer; indust, farm, Agcy, Chi,...... to $8,000 


Writer; farm, semi-tech. Agcy, N. Y...t0 $9,000 
Writer; food-beverage, Agcy, Chi......to $8,000 
Art Director; top design, Agcy, midwest.to $12,000 
Prodctn; heavy print, Agcy, midwest... .to $12,000 
Sales Mgr; engrvg. offset prig......... to $15,000 
Your contact with us is strictly confidential. 


333 NORTH MICHIGAN AVENUE + CHICAGO 
FRanklin 2-3280 


HELP WANTED 


"ALERT, AGGRESSIVE JUNIOR 
SMAN 


SPACE SALE 


Age 28 to 35. Some publishing experience 
plus solid advertising and promotional 
background. Headquarter in a 

e 
journals in diversified fields. Excellent 
future, opportunity to build five figure 


for Southern Publisher of leading 


income. Must have car. Indicate salary re- 

quirements. Send recent photograph and 

complete business resume to 

Box 6091, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 

ANdover 3-4424 

BANKERS BLDG. CHICAGO 11, ILL. 


WANTED—Man fully experienced in 
writing both news copy and advertising 
copy. We want a seasoned writer who has 
worked both as a reporter and as an ad 
copywriter, with clippings available 
showing actual work done. Unlimited op- 
portunity for a man who has the ability 
and ambition to develop the public re- 
lations department in well-established 
midwest advertising agency. This is a 
once-in-a-lifetime opportunity for the 
right man. Write in full detail, giving 
personal background, experience, present 
earnings, positions held, etc. Completely 
confidential. 
Box 6090, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS PLACEMENT 
209 S. State Ha 17-1991 Chicago 


NEWSPAPER AD SALES 
Established Classified Advertising terr- 
itory in Lancaster County, Penna. Diver- 
sified, stable, expanding market. Oppor- 
tunity commensurate with ability for 
young married man interested in locating 
permanently. Advertising knowledge, or- 
iginality in copywriting, and sales ability 
are essential. Car necessary. Salary, in- 
centive plan, and Employees Benefits 
available. Write stating age, work record, 
education, references, and salary desired. 
All replies confidential. Mr. Slabaoh, 8 W. 
King St., Lancaster, Penna. 


EXPERIENCED 
LITHOGRAPH SALESMAN 


Old established display and poster 
house wants a man experienced in 
litho sales, for the Chicago terri- 
tory. This man must have good 
litho knowledge and be thorough- 
ly familiar with Chicago agency 
personnel. 


Box 735 ADVERTISING AGE 
200 E. titnois St. Chicago 11, Hl. 


Young 
AD WRITER 
Wanted 


Young man with growing pains, 
who probably is with a small 
agency, and wants to move up 
to greater responsibilities and 
higher income wanted for cre- 
ative writing position in long 
and well established agency. Lo- 
cation Central Ohio. Tell us 
about your experience. Your let- 
ter will be answered promptly— 
in confidence. 


Box 736 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


POSITIONS WANTED 


| —EE 
ADVERTMSING and SALES PROMOTION 
Executive desires connection with Iowa 
or Wisconsin Agency or Mfr. 6 yrs. exp. 
direct mail, trade paper, national adv. 
Highly successful jobber-retailer prom. 
Box 6087, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
LAYOUT MAN 
Fast visualizer. Hard selling promotional 
ads a specialty. Looking for a spot tha 
can use background of practical merchan- 
dising knowledge and real comprehensive 


- 


AGE, 200: E. Illinois St., Chicago 11, Il. 


ADVERTISING MANAGER 
My 12 years of promoting sales for in- 
dustrial and consumer products plus thor- 
ough ‘know-how’ in creative copy and art 
work can win your market with $$ to 
spare. Magazine, Newspaper, Direct Mail, 
Radio and TV production. Age 35. Ex- 
cellent references. Wish to relocate out 
of New York. 
Box 6086, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 


ADV. MANAGER - ACCOUNT EXEC. 
SALES PROMOTION 
Currently one-man agency. 20 year back- 
ground shows large agency training, sales 
promotion large publisher, editorial and 
sales promotion another large publisher, 
advertising service, advertising counselor. 
Copy, layout, production, publicity and 
marketing. W relocate. Please write 

for complete resume. 
Box 6089, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


REPRESENTATIVE WANTED 


ADVERTISING REPRESENTATIVE 
Due to the death of our Chicago salesman 
there is an opening for well established 
representative in Chicago area on straight 
commission basis by one of the best 
known purchasing agent publications in 
the industrial field. One with industrial 
experience preferred. 

Box 6088, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
Screwball claims aren’t necessary. Com- 
mon sense in reasonable space in Sanders 
ABC 3 appeals to Livingston County grass 
roots. Advertise with Sanders. 


MISCELLANEOUS 


Refreshingly different - Adv. Newspaper 
Columns for Retailers. Syndicated and 
made toe order. Samples sent Agencies, 
Adv. Mars., Sales Execs. Swanson, Kent 
Circle, Gloucester., Mass. 
ATTENTION-ADYVERTISING AGENCIES 
If you are in need of a singing commer- 
cial, jingle or plain rhyme, write telling 
me your needs and I will send you a sam- 
ple of my work, a novelty song entitled 
“Chlorophyll.” T. R. Creamer, Route 2, 
Springfield, Ill. 
STOCK STILL PHOTOS: Poultry 
MILLER PHOTO LAB 
1221 Farnam 
Omahe 2, Nebr. 


pictures 


COUNTRY HOME 
FOR SALE 
Westport, Conn. vicinity: 6 rolling 
acres with large barn and 7 rooms, 
18th Century dwelling—modernized 
and strueturally sound. Capitol 7-9352 

(Westport, Conn.) 


RESEARCHER WANTS NEW HORIZONS 


ucta 
Strong 
ire prep » sam- 
img and analysis. Now employed as a 
director. Can ize and direct 
—or serve as excellent ‘‘man Friday.’’ 
Can originate research and follow thru to 
completion. Write simply and foreefully. 


Age 28-married-Vet-MBA. Want tough job 
with future. Will relocate from NYC. Box 
738 ADVERTISING AGE 801 Second Ave., 
New York 17, N. Y. 


layout ability. Box 6085, ADVERTISING 


INDUSTRIAL SALES 
PROMOTION MAN 


on heat transfer products. Strong 
on collateral material develop- 
ment and follow through. Long- 
established concern in medium- 
size Midwest city. Excellent 
working, living conditions. Op- 
portunity for growth. Send out- 
line of qualifications, background 
and salary desired to: 
Box 740 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


technical literature 


advertising program 


technical literature. 


801 Second Ave. 


WANTED 


Advertising Manager 
IN NEW YORK CITY 


Permanency, excellant future with nationally-known monufacturer. 


REQUIREMENTS 
Technical background preferred 
Well versed in trade paper, consumer, point-of-purchase and 


direct mail advertising as well as supervising 
Experience in working closely with management on national 


Ability to administer substantial budget—working with agency 
on national advertising and internal department on trade and 


Please forward complete résumé stating salary requirements. 
Box 739 ADVERTISING AGE 


production of 


New York 17, N.Y. 


Carrying a Banner 
With a 
Strange Device? 


If “Exeelsior” means more 
hay to you .. . and if yeu 
want to make more of it, this 
is to remind you that the sun 
is shining in Advertising 
Age’s classified columns. A 
“position wanted” ad may 
rake in plenty of excellent 


job offess for you. Try it 
and see. 


Advertising Age, 


advertising can 
oe he lp in 
2 ways 


January 4, 1954 


It can devote some of its prod- 


Temoving misconceptions and tell- 
ing some of the important facts 
about the United States, our way 
of life, or our foreign policy. 


2. Or—especially in the ECA 
_ countries — it can make clear the 
aid, now under special attack by 
the Communists as “economic im- 
perialism. z= 


. 
re 


meDIA WoTEs The use of both foreign publications and foreign 
editions of American publications should be considered in this part 
of the program. 


, 


DOUBLE DIVIDEND—This page from the 
business firms considering advertising in 


WasHINGTON, Dec. 29—Ted 
Streibert, director of the U.S. In- 
formation Agency, has returned 
from an overseas inspection trip 
determined to move ahead with 
the Eisenhower administration’s 
plan for stepping up the nation’s 
overseas public relations effort. 

Under Mr. Streibert there have 
already been substantial shifts in 
emphasis in the international in- 
formation program. In the coming 
months increased attention will be 
paid to the possibilities of mobil- 
izing the advertising and public 
relations know-how and resources 
of business, to supplement the 
work the government does to 
bring America’s story to the peo- 
ple of friendly nations. 

On the basis of its analysis of 
the international public relations 
job, the Eisenhower administra- 
tion has told Mr. Streibert that 
the nation’s welfare can be great- 
ly advanced if business and other 
non-governmental groups get be- 
hind the program, just as business 
got behind the government’s do- 
mestic information programs dur- 
ing World War II. 


gw While the problem isn’t entirely 
comparable to the situation that 
existed here when the Advertising 
Council was formed to handle pa= 
triotic information campaigns, the 
administration believes that “pri- 
vate cooperation” would bring to 
the information program talent 
and channels of communication 
which would cost far more than 
government could spend—and 
which might not be available at 
any price. 

Moreover, the specialists who 
study the international informa- 
tion program emphasize that pri- 
vate individuals and organizations 
can often be more effective than 
| government, because propaganda- 
_ conscious people of foreign lands 
,may find private messages more 
| believable than the official state- 
|ments of a government agency. 


ws These findings are new only in 
degree. Through five years of cold 
war the government’s internation- 
al information organization has 
operated an Office of Private Co- 
operation, devoted exclusively to 
| the job of developing specific pro- 
‘jects for individual citizens and 


remove foreign misconceptions of the U. S. and explain reasons for American 
econemic aid in addition to carrying a company’s own institutional message. 


U.S. Information Agency Plans to 
Step Up Its Overseas PR Operations 


Advertising Council's 12-page guide for 
Europe points up how copy can help 


organizations. 

Its 16-member staff here, and 
its field offices in New York, Chi- 
cago and San Francisco, have en- 
couraged a wide variety of pro- 
grams which illustrate the contri- 
bution that individuals and firms 
can make to the information pro- 
gram. 

Some of these projects are de- 
signed to give foreign people more 
information about America. For 
example: the magazine collection 
program, a highly successful op- 
eration worked out with publish- 
ers, advertising agencies and in- 
dividual firms to channel hun- 
dreds of thousands of periodicals 
to overseas reading centers; the 
CARE (Food For Thought) book- 
parcel promotion, and the Letters 
from America program of the 
Common Council of American 
Unity—a program that encourages 
the 35,000,000 first and second- 
generation Americans to write reg- 
ularly to friends and relatives in 
other lands. 


ws Other programs give people ov- 
erseas information about Ameri- 
can culture. Typical of these are 
foreign journalist tours and visits, 
unofficial ambassadors, and col- 
lege-to-college and “city-to-city 
salutes”—the latter being a pro- 
gram that encourages American 
cities to “adopt” a city in some 
distant land and exchange a cul- 
tural salute. One such salute—by 
the Minneapolis Symphony Or- 
chestra to Stockholm—created 
such interest that the conductor of 
the Minneapolis orchestra was 
subsequently invited to visit 
Stockholm as guest conductor of 
that city’s orchestra. 

Some individual companies have 
done outstanding jobs, using mail 
inserts and institutional advertis- 
ing to tell about America, or to 
give the people of other nations a 
better understanding of the Amer- 
ican economic system. 

Firms like Standard Oil of New 
Jersey and United Fruit Co. have 
used institutional ads to tell the 
peoples of other nations about the 
contribution that American in- 
vestments make toward the pro- 
gress of their nation. 


s Other companies and groups of 
companies have been encouraged 


to use space in foreign publications 
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Advertising Age, January 4, 


BOOSTERS—These ads from a series 
in the European edition of the New 
York Herald Tribune were bought by 
Boston and Toledo firms to boost the 

home town overseas. 

to tell about America and _ its 

peaceful aspirations. 
A particularly important series, 
in the European edition of the 

New York Herald Tribune, spon- 

sored cooperatively by groups of 

U.S. firms, attempted to give 

Europeans information about ma- 

jor American cities. 


a One such ad, sponsored by six 
Boston companies, sketched in a 
few sentences the fact that Boston 
is “the cradle of American free- 
doms, maker and shipper of a 
large share of America’s goods.” 

The ad explained, “As an Ame -- 
ican city we do, of course, owe 
much of our ability to fill both our 
own and a share of the world’s 
needs to a system which affords 
us the utmost freedom—freedom 
of speech, of religion, freedom 
from fear and terrorism, freedom 
to work, to change jobs, to nego- 
tiate, freedom to grow and free- 
dom to serve the world.” 

The sponsors were the First Na- 
tional Bank of Boston; Godfrey L. 
Cabot Inc.; Gillette Safety Razor 
Co.; Raytheon Manufacturing Co.; 
United Fruit Co., and World Wide 
Radio Station WRUL. 


a The Office of Private Coopera- 
tion has had the assistance of the 
Advertising Council and the Ex- 
port Advertising Assn. (see fol- 
lowing story), but so far the ma- 
chinery for advertiser cooperation 
in the overseas information pro- 
gram doesn't compare with the ef- 
ficient system that was developed 
during World War II to get adver- 
tising support for domestic infor- 
mation projects. 

John M. Begg, who has been 
chief of the program from its in- 
ception, says there are understand- 
able reasons for the problems that 
have limited the amount of ad- 
vertising participation in the ov- 
erseas field. From his background 
m the film business here and 
abroad, and in radio, Mr. Begg 
recognizes that overseas advertis- 
ing budgets ordinarily are strin- 
gent, and that overseas advertising 
managers feel the loss of any por- 
tion of their budget which is di- 
verted to institutional purposes. 


e Nevertheless, he remains acute- 
ly conscious of the valuable serv- 
ice that individual companies can 
render for themselves and the na- 
tion by getting behind the overseas 
public relations program and de- 
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voting a portion of their adver- 
tising effort to campaigns which 
would give other peoples more 
information about America’s eco- 
nomic system, and the peaceful 
goals which America has in com- 
mon with other free nations. 

“One of the immediate jobs that 
should be done,” Mr. Begg told 
ADVERTISING AGE, “is an organized 
effort by U.S. firms to tell foreign 
nations through their advertising 
of the preparations that are al- 
ready under way in this country 
to put atomic energy to use for 
peaceful purposes. 

“A program of this kind would 
be an effective follow-up for the 
proposals which President Eisen- 
hower has made at the United Na- 
tions. And there are at least 40 
major American firms currently 
engaged in various phases of atom- 
ic energy development which could 
speak authoritatively of their 
work.” 


® With the Eisenhower adminis- 
tratiom anxious to broaden the role 
of private individuals and organi- 
zations in the overseas informa- 
tion program, Mr. Begg believes 
the program will have to reach 
many more firms on a much more 
regular basis. 

To this end, his organization 

would like to see a mechanism 
similar to the Advertising Council 
set up to give regular support and 
assistance to overseas public rela- 
tions projects. 
A council of this kind would 
encourage U.S. firms to devote a 
portion of their overseas activity 
to the dissemination of informa- 
tion about U.S. policies, he said. 


a It might also promote special 
projects. For example, institution- 
al ads by groups of American 
firms, saluting Japan on the cen- 
tennial of Perry’s landing. Or en- 
try next summer into the interna- 
tional exposition at Sao Paulo, 
Brazil, where Britain, France and 
Russia have already promised 
elaborate participation. 

Finally there is the need to en- 
courage more campaigns demon- 
strating the “mutuality of inter- 
est” between foreign people and 
American firms which operate in 
their midst—campaigns like the 
one used by Standard Oil of New 
Jersey in Cuba, telling Cubans 
how Standard operates, who puts 
the money in, how it is spent, who 
gets the benefits, etc. 


@ These campaigns, Mr. Begg 
Says, are entirely consistent with 
the responsibility which business 
Management owes to its director- 


Some Examples of Overseas Projects 


, These are typical projects for 
business firms encouraged by the 
Office of Private Cooperation, US. | 


_Information Agency: 


e American Magazine and the 
Common Council for American 
Unity co-sponsored a_ revised 
European edition of 175,000 
copies of the booklet, “What 
Should I Know When I Travel 
Abroad?” 


RCA International Division 
made its booklet, “So You Are 
Going to Work Abroad for RCA,” 
available to other firms. 


International Business Ma- 
chines, National Federation of 
Textiles, Sunset Magazine, New 
York Dress Institute, Shell Oil 
Co., F. Schumacher & Co. and 
Automatic Voting Machine Co. 
all offered materials for an 
“America 1953” exhibit touring 
10 major British cities. 


York loaned part of its 32nd an- 
nual Exhibition of Advertising 
and Editorial Art for display 
abroad. 


Eastman Kodak, B. F. Good- 
rich, Denoyer-Geppert Co., Pan 
American Airways and Scene 
Magazine cooperated in provid- 
ing or transporting exhibits for 
foreign display. 


Advertising Council continued 
support of “Letters from Amer- 
ica Week” and assisted in plac- 
ing for tv, “Million Dollar 
Nickel,” promoting overseas let- 


Art Director’s Club of New | 


ter writing. 
e Export Advertising Assn. dis- 
cussed inclusion of spiritual and 


moral themes in overseas insti- 
tutional ads. 


e Texas & Pacific Railroad made 
its booklet, “Our Four Great 
Faiths,” available for foreign dis- 
tribution without credit line. 


e Harper’s Magazine ran ads urg- 
ing readers to send used copies 
overseas. 


e Transocean Air Lines instituted 
magazine collection programs 
among 1,800 employes in Oak- 
land, Cal. 


e Haywood Publishing Co. dis- 
tributed Electric Light & Power 
to all similar technical publish- 
ers in Europe. 


e U.S. Council of the Internation- 
al Chamber of Commerce dis- 
tributed 1,000 copies of an April 
16 Eisenhower speech, “The 
Chance for Peace,” to delegates 
to the International Chamber of 
Commerce meeting at Vienna in 
May. 


_@ Hibbert Printing Co. and Car- 
lisle Printing Co. contributed 
90,000 and 120,000 copies, re- 
spectively, of the Eisenhower 
April 16 speech, in seven lan- 
guages. 


e Carl Byoir & Associates in- 
structed its account executives 
to urge 11 clients with overseas 
interests to cooperate with pro- 
grams wherever possible. 


| 


terprise just as frequently reflects 
a correspondingly friendly attitude 
toward the U.S. Thus, government 
and industry have the same ulti- 
mate objective: to develop a cli- 
mate within which both can op- 
erate successfully. 


a “Public relations in the U.S. 
proceeds on the axiom that no in- 
dustry or business sensitive to pub- 
lic or officiat attitudes can remain 
outside of or indifferent to the 
community in which it operates. 
How much more applicable is this 
in the case of American business 
operating in a foreign country. 
Pressures exist which no U.S. con- 
cern ever faced domestically—po- 
litical and economic nationalism, 
nascent local industries, dollar im- 
balances, the spread of Marxist 
thinking, communist-guided trade 
unionism, incessant anti-Ameri- 
can and anti-capitalist propagan- 
da. Enterprises overseas can be 
wiped out by simple decree; their 
actions restricted or paralyzed, 
their profits restrained, their pro-- 
perties impounded. 

“No action by business can 
guarantee that any of these things 
will not happen. But certain ac- 
tions by business can help create 
an atmosphere and attitude with- 
in a country that will mitigate 
against arbitrary or unreasonable 


fiat. These actions fall within the 
sphere of public relations. 


a “Either American business ef- 
fectively demonstrates that where 
it aperates it gives as well as takes, 
that it is an integral past of the 
community in which it does busi- 
ness, or it faces the possibility of 
ultimate rejection. Its future, over 
the long pull, is shaky. 

“This simply is a restatement, 
in different geographic context, of 
a fact that American industry do- 


ate and stockholders. 
“The loss of overseas markets, | 
the liquidation of an American 
business enterprise abroad— 
whether through popular repudia- 
tion or official action—frequently 
is a manifestation of anti-Amer- 
ican attitudes on the part of a for- 
eign public or government. By the 


Same _ token, receptiveness’ to 


American business activity or en-| 


mestically has long recognized— 
that successful operation depends 
in large measure on continuing 
public recognition, public accept- 
ance, public good will. 

“Only a fraction of what is re- 
quired for an effective public re- 
lations effort domestically is need- 
ed overseas, particularly in view 
of the more limited possibilities 


ed on a broad basis—vertically 
through the various elements of an 
enterprise—advertising, employe 
relations, etc.; horizontally through 
as many separate businesses as 
can be gotten together.” 


EXPORT AD GROUP 
PLANS COOPERATION 

New YorK, Deo. 29—Plans are 
being developed for closer work- 
ing arrangements during 1954 be- 
tween the Export Advertising 
Assn. and the U.S. Information 
Agency’s Office of Private Co- 
operation, according to James Gil- 
bert, executive secretary of the 
export ad group. 

Mr. Gilbert and Charles L. 
Todd, acting chief of the govern- 
ment group’s northeast regiona! 
office, will meet within the next 
few days to discuss possible proj- 
ects which EAA can undertake 
AA was told. In addition, Mr. 
Todd said he will make some sug- 
gestions for the export association 
to consider on possible themes and 
material to be used in overseas 
advertising. 


ws In the past, two committees of 
EAA have. discussed’ different 
projects with the government 
agency. Jere Patterson, promotion 
manager of Life and v.p. and pro- 
gram chairman of EAA, has been 
of material assistance to USIA, Mr. 
Todd said, and so also has Sylvan 
M. Barnet Jr., of the New York 
Herald Tribune, chairman last 
year of EAA'’s inter-organization- 
al liaison committee. 

Mr. Gilbert told AA that he be- 
lieves EAA as an organization and 
a number of individual members 
will welcome an opportunity to 
cooperate more closely with USIA 
“to bring private initiative into 
the job of telling America’s story 
abroad through effective adver- 
tising.” 


Enter TV Package Business 


Fred Henry, general program 
director of KLAC and KLAC-TYV, 
Los Angeles, has resigned to enter 
the television packaging business 
with Don Fedderson, formerly 
general manager of the two sta- 
tions. The stations recently were 
sold to Copley Press Inc. by Mrs. 


Copley Press Buys KLAC-TV 


Mrs. Dorothy Schiff has sold 
KLAC-TV, Los Angeles, to Copley 
Press Inc. for $1,375,000. The 
transfer has been approved by the 
FCC. Copley Press has newspa- 
pers in Illinois and California. 
Mrs. Schiff is the publisher of the 
New York Post. 


Boyle-Midway to JWT 


Boyle-Midway Inc., New York 
maker of floor wax and insecti- 
cides, has named the Los Angeles 
office of J. Walter Thompson Co. 
to handle advertising for the com- 
pany’s West Coast division. 


Piedmont to Liller, Neal 


Piedmont Airlines, Winston-Sa- 
lem, N. C., has appointed Liller, 
Neal & Battle, Atlanta and New 
York, to handle its advertising. 
Newspapers, tv and radio will be 
used in an expanded ad program. 


Kennedy Leaves Fritz 


Paul S. Kennedy Sr. has re- 
signed as an account executive 
with Jimmy Fritz & Associates, 
Hollywood. 


ey 
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$5000 in Original Drawings 
Cver 500 Different Spots 
All Classified—Only $10 


Now in one big book you get more 
than 500 line drawings . . . sharp black 
and whites you can enlarge or reduce. 

Smart drawings by a dozen top free 
lancers. Scratchboard, decorative, hu- 
morous, realistic! Just a single spot is 
wosth more than the cost of the entire 
“Annual.” 


You get 48 printed pages . . . each 
8 x 5 inches, in jet black on glossy 
“Kromekote.”” At least two pages on 
each of 21 classifications. It's quick and 
easy to find what you're looking for 
. . . even easier to select the ideal spot, 
clip it out and paste it down. 


@ ANIMALS @ ANNOUNCERS © AUTUMN 


@ CHILDREN @ CHRISTMAS © COOKING 
@ COUPLES e@ CROWDS © GIMMICKS 
@ HOLIDAYS @ HOME ©@ MAIL ORDER 
@ MEN @ OCCUPATIONS © OFFICE 
@ SPORTS © SUMMER © TRANSPORT 
@ THRIFT @ VACATIONS © WOMEN 


Send your purchase order or check for 
$10 today. Satisfaction guaranteed. 


HARRY VOLK JR. ART STUDIO 


600 Central Bidg., Atlantic City, N. J. 


Save Time and Money 
with These All Different 


CLIP BOOKS 


OF READY-TO-USE ART 


EACH PRICED $2. 50 


ATONLY..... 


Now you can do your own paste-ups and 
save time and money! All the art you 
need for your low budget jobs—direct 
mail, house organs, catalogs, newspaper 
and trade paper ads. From 75 to 125 
sharp’ black and white art proofs in each 
Top quality spots drawn by big- 

time freelancers 
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and media outlets. But it is need- 


Dorothy Schiff. 
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pointing out that “American ad- 


Advertising Age, January 4, 


1954 


ti jo the House for a half-hour. He to program-producing companies. 
vertising methods do not appeal went through a short description) The program companies would do 


British Commons Okays Commercial 
TV as Raucous M.P.s Trade Dead Cats 


to the British public.” He said if| of how advertising works because, 
it is true that American admen as he explained, “there is so much 
are coming to Britain “in great) ignorance on the other side of the 


Labor Opponents Drag 
in Blab-Off, Consumers 
Union in Last Effort 


Lonpon, Dec. 22—The British 
government’s carefully-controlled 
system for commercial television 
(AA, Nov. 23) won acceptance in 
the House of Commons last week 
by a vote of 302 to 280. 

The vote—strictly along party 
lines—followed a bitter two-day 
debate. Arguments almost stale 
from over-use were given a fresh 
coat of eloquence and sent to do 
battle. 

Once again, advertising and the 
American system of broadcasting 
were put in the oven and roasted 
well. Labor M.P.s predicted that 
sex and violence would dominate 
the commercial tv screens. 

They said the consumer would 
have to pay for the advertising in 
the form of increased prices. And 
to bolster their case they brought 
into the debate such organizations 
as J. Walter Thompson Co., Young 
& Rubicam Ltd., N. W. Ayer & 
Son, Consumers Union and Proc- 
ter & Gamble. 


= Christopher Mayhew, Labor 
M.P. who showed up at an Oxford 
debate last month with a monkey 
(AA, Nov. 16), came to the House 
of Commons with a “Blab-Off” 
switch—“I had one flown over 
from the United States’—and an- 
nounced himself “the first poten- 
tial customer” in Britain. 
Conservative M.P.s made a real 
debate of it. They charged that 
Labor was afraid of giving the 
people a choice of programs. They 


3-D 
PLASTIC & PORCELAIN 
NEON DEALER SIGNS 


make national advertising 
5 times as effective. (Proved 
by audited research.) 


said Labor wanted to dictate cul-| 
tural standards. And they said the’ 
Conservative Party would be! 
happy to fight the next election. 
on this issue. 

Finally, there were three brave 
souls who actually championed the | 
unpopular cause of advertising. | 
One, John Rodgers, M.P. from) 
Sevenoaks, could do no less. He, 
is a director of J. Walter Thomp-| 
son Co., London. | 


a The debate itself was a rough-| 
and-tumble affair. There is no-. 
thing stuffy about the House of 
Commons. Speakers must always, 
be prepared to defend themselves | 
against witty interjections, and 
this time the crossfire was partic- 
ularly heavy. 

Assistant Postmaster-General 
David Gammans, who opened for 
the government, was interrupted 
no less than 31 times. The Labor 
benches found the Tory speeches 
quite amusing and _ periodically 
they burst into raucous laughter 
over something said by a Conserv- 
ative M.P. 

It remained, however, 


for a. 
former advertising executive to) 
provide the most violent attack on) 
the whole idea of commercial tv. 
Sir Leslie Plummer, Labor M.P.) 
and former ad director of Lord) 
Beaverbrook’s Daily Express, 
charged that American advertisers | 
have been the main agitators for | 


commercial tv. | 


| 


singled out) 


a He particularly 


Thomas Hedley & Co., a Procter) 
& Gamble subsidiary. When Lady | 
Tweedsmuir objected that Hedley 
was British-financed, Sir Leslie 
replied caustically: 

“That explains why people who 
run Procter & Gamble in this 
country and who hope to gain by 
commercial television are them- 
selves American, why their 
managing directors and other 
executives are brought over from 
America and why they use Ameri- 
can advertising agents in this 
country. Anyone who knows the 


hordes,” then “they will find that 
they need a lot of experience when 
they arrive.” 

Mr. Finlay stated that the dif- 
ference between the two countries 
can be seen by looking at the ads 


in an American magazine. “There 


are too many and they are not at 
all directed to our taste,” he said. 

The Labor attack was led by 
former cabinet minister Herbert 
Morrison, a skilful orator. It was 
Mr. Morrison who introduced the 
American organization, Consum- 
ers Union, into the debate. 


# He reported that CU had tested 
tomato soups and “gave the high- 
est marks to the least advertised 
tomato soup.” Mr. Morrison 


House.” 

Mr. Rodgers denied that there 
was any great moral issue at stake 
in commercial tv. He maintained 
that the issue was instead a prac- 
tical problem of how to develop 
the nation’s television resources, 
and he argued that only advertis- 
ing can provide the funds neces- 
sary for such development, 
particularly in the field of color 
television. 

Mr. Rodgers pointed out that if 
the public has to finance this de- 
velopment, then the annual license 
fee will have to be boosted from 
£1 ($2.80) to £6 or£7. 


a “Why should the public pay the 
full price of the programs?” Mr. 


pointed the moral: 
“This business boils down in the 


/end—which is perhaps relevant to | zines or newspapers. 


tomato soup—that it can be the, 


Rodgers demanded. “People do 
not pay the full price of the maga- 


“This (advertising) reduces the 


case that the highest-priced article cost of the press, of magazines 
is highest-priced because it is and newspapers, to the public. 
highly advertised, yet it may be Why should it not? Why should 
the worst of the lot. Therefore, not the public be able to do ex- 


the idea that advertising has not | 
to be paid for is silly. 

“It has to be paid for, just as 
taxes have to be paid. It has 
either to be paid by the consumer 
or the worker employed in the in- 
dustry.” 


a The Commons was also treated 
to some lively defenses of adver- 
tising. Sir Ian Fraser, Conserva- 
tive, listed contributions which 
advertising could make in the 
following questions: 

“Are the honorable members 
aware that only half the people in 
this country clean their teeth? 
Might it not be a good thing if 


everybody did? 


“Might it not be an economy for 
the Ministry of Health? Is the 
House aware that even today there 
are some million people who have 
headaches which they could easily 
remove if they only knew how, 
without bothering the Ministry of 
Health?” 

William Ross, Labor, found this 
suggestion “astounding.” He said: 
“What is much more likely is 


advertising world intimately| that if they took the advertising 
knows that quite clearly there is | of liquor less seriously, they would 
a strong demand both from Amer-|never have headaches... Adver- 
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'@ Graeme Finlay, 


ican advertisers and American 
advertising agencies—or Ameri- 
can-dominated agencies—that we 
shall have. commercial television 
here,” 

Sir Leslie went on to tell the 
House that planes coming from 
the United States are now filled 
“with American advertising men 
who have been in television.” He 
added: 


w “They are coming here to work 
with advertising agencies which 
have no experience of television 
advertising. I should like the right 
honorable gentleman who is to 
reply to the debate to give us the 
figures, if not now, at some other 
time, of how many American 
television executives who have 
been in American television ad- 
vertising are now at work in the 
offices of British advertising agen- 
cies. 

“They understand the subject. 
There are no advertising men of 
this country—or very few—of 
British descent who understand 
the technique of television adver- 
tising. 

“The result is that if it comes 
it will be an American-dominated 
vehicle and we shall have on our 
programs, in exactly the same way 
as we are beginning to get in our 
newspapers, advertising that seeks 
its origins in an American ap- 
|proach and an American tech- 
| nique.” 


Conservative 
M.P., replied to this attack by 


tising haunts us everywhere, and 
I am sure we do not need another 
advertising medium.” 


a David Ormsby-Gore, Conserva-~ 
tive, replied to the thesis that tv 
advertising wiil mean higher 
prices. He called this argument 
“corny” and “entirely misleading.” 
Mr. Ormsby-Gore explained: 

“If an advertiser increases his 
sales, he can almost certainly 
bring down his cost of production 
per_unit. If he is able to publicize 
a Superior produet and get it gen- 
erally accepted throughout the 
country, that will tend to the more 
efficient use of our resources, it 
will stimulate change and be 
of general benefit to the con- 
sumer... 

“I feel that it is no mere acci- 
dent that, roughly speaking, the 
amount of advertising in the ecor- 
omy of a country is commensurate 
with the standard of living in that 
country. 

“It is not altogether surprising,” 
he continued, “that even the 
Marxist planners in Russia are 
at last understanding the benefits 
of advertising and are putting 
forward proposals for more ad- 
vertising in Soviet Russia because 
they see that it has benefits and is 
a spur to production. 

“Nor should we be surprised to 
find that Marxists in Russia, as 
elsewhere, are 50 years behind the 
times.” 


ae Mr. Rodgers, the J. Walter 


actly the same in regard to tele- 
vision?” 

Mr. Rodgers said the argument 
that television advertisers will be 
seeking the largest mass audiences 
“is particularly silly.” He ex- 
plained: 


a “If it were true, why would 
advertisers go to The Times or 
Manchester Guardian, papers that 
have relatively enormous 
advertising revenues (in com- 
parison with their circulation 
revenues). ..? 

“An advertiser does not neces- 
sarily wish to reach the largest 
mass audience. He wants to reach 
a particular audience or particular 
audiences. It may be a mass audi- 
ence. In the case of certain types 
of products, that is particularly 
true. 

“It may, on the other hand, be a 
selected audience of women, or 
only of women of a certain age, 


| the actual selling of time. 

Mr. Rodgers suggested that 
the public corporation run the 
whole show, selling time to adver- 
tisers and controlling program 
production—only buying the pro- 
grams themselves from companies. 
This arrangement, he said, ‘““would 
then be real competition between 
program-producing bodies—far 
more cempetition than under the 
White Paper proposals.” 


a It is doubtful that the govern- 
ment will make any major policy 
revisions, despite the criticisms 
which have been voiced by the 
groups most active in the fight for 
commercial tv. These groups have 
objected to the stringent regula- 
tions placed on advertisers. 

The next step in the long debate 
is the drafting and introduction 
of necessary legislation setting up 
a new public corporation alongside 
the British Broadcasting Corp. 

This will come early in the new 
year and then—as they say in 
Britain—Parliament ‘will have 
another go”’ at it. 


Two Join Rowland Broiles 


Tvs staff members have been 
added to Rowland Broiles Co., Fort 
Worth. Paul B. Berry Jr., formerly 
sales representative in the display 
advertising department of the Dal- 
las Morning News, joins the agen- 
cy as director of public relations. 
Mrs. Claudia Benger, secretary of 
the agency, who formerly handled 
public relations, will now concen- 
trate her efforts as director of 
radio and television advertising 
and account executive. Charles A. 
Cobden, previously advertising 
representative for the State Bar 
cf Texas in connection with the 
annual convention held this year 
in Fort Worth, has also joined the 
agency. 


SMALL SPACE 


“Hand -ltined 


or of women in a certain income 
group...” 


@ in concluding his remarks Mr. | 
Rodgers expressed some misgiv-| 
ings about the government’s| 
policy statement. The government | 
plans to set up a public corporation | 
which will lease station facilities 
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Advertising Age, January 4, 1954 


Cigaret Sales Take First Fall in 
21 Years; Filters, King-Size Boom 


Cancer Scare Gets Part 
of Blame in ‘Business 
Week’s’ Annual Survey 


tained losses, ranging from 5.3% 


for Philip Morris. 


2. The filter-tips were sensa- 


New York, Dec. 31—The cigaret tional. Brown & Williamson’s Vice- 


industry, which had been register- 
ing sales increases and “banner 
years” every year since 1932, stum- 
bled badly in 1953. 

Business Week’s annual survey 
of the business, appearing in a 
copyrighted story in the Jan. 2, 

3. The king-sizes also looked 


54, issue, shows total tax-paid 
| good. Three brands—Raleigh, Phil- 


domestic cigaret sales of 387 billion 
cigarets for the year just ended— jp Morris and Old Gold—followed 
Chesterfield’s lead in bringing 


compared with 394.9 billion in 
1952. This represents a 2% decline, | out long cigarets under their brand 
the first drop in 21 years. names, while Raleigh dropped its 
Regular-size cigarets seem to) short-jacket smoke altogether. 
have been the culprits—they lost Meanwhile, Pall Mall came close 
13.3% in sales volume, according to edging out Chesterfield regulars 
for third place among all brands. 


to 10th place among all brands. 
Liggett & Myers’ L&M brand, only 
introduced in October, sold an es- 
timated one-third billion from 
scratch. 


to the survey. King-size cigarets, 
on the other hand, showed a 1952- 
“53 gain of 37.1%, while filter-tips 
did even better with a mammoth 
increase of 232%. 


a Business Week decides that a 
“combination of circumstances”— 
including presumably the cancer 
= One explanation of the sales scare—brought about the sales dip. 
loss was the big blow-up over a One reason advanced was the hike 
possible link between lung cancer | in cigaret prices early in the year. 
and smoking. Business Week raises | : 
an objection to this—that the sales | called economy brands—Wings 
slump actually began in April, 4valon and Marvel—fared badly 
several months before the cancer!” ’53- 
explosica. | Noting that a number of new 
On the other hand, it notes a kings and filters are in the works 
sizable “health factor” in the shift for 1954, the magazine raises the 
to king-size and filter-tip smokes, | question whether the non-regular 
both of which have been promoted | makes are themselves costing the 


on a “less-irritation” theme. manufacturers sales in the long 
. Regardless of reasons, the fol- — 

7 lowing developments revealed in| It looks...as though most 
> 


the study (made for Business Week firms that go king-size find them- 

by Walter E. Knight, director of selves about where they were a 

research for the Louisville Cham- | year or so before—no better off 

ber of Commerce) give an impres- 4nd no worse,” it concludes. 

sive outline of the shifting cigaret | 

market: _@ In spite of sales drops, the major 
1. All regular-size cigarets, ex- companies seem to be in fair eco- 


Domestic Cigaret Sales, 1952-53 
As Reported by Business Week, Based on Estimates 
by Walter E. Knight, Louisville Chamber of Commerce 
Copyright by Business Week 
Sales in Billions % Share of Market 
1952 1953 Change 1952 1953 
REGULAR SIZE 
“ Camel 104.5 99.0 —5.3% 26.5% 25.6% 
Lucky Strike 73.5 65.0 —11.6 18.6 16.8 
Chesterfield 57.0 485 —14.9 14.4 12.5 
E Philip Morris 36.5 28.0 —23.6 9.2 7.2 
Old Gold 23.5 195 —17.0 6.0 5.0 
f Kool 11.5 11.5 0.0 2.9 3.0 
Raleigh 8.3 1.5* —80.0 2.1 0.4 
TOTAL 314.8 273.0 —13.3 79.7 70.5 
KING SIZE 
4 Pall Mall 42.5 48.0 12.9 10.8 12.4 
Herbert Tareyton 12.5 14.0 12.0 3.2 3.6 
Chesterfield 11.0 13.5 18.2 2.8 3.5 
Philip Morris ee owas 1.8 
y Raleigh 6.0 1.6 
Old Gold bane 3.57 re an 9 
Cavalier 1.5 2.5 66.7 4 6 
Fatima 2.0 2.0 0.6 5 & 
Dunhill 1.0 1.5 50.0 3 A 
Embassy A 1.0 42.9 m3 3 
Regent 8 5 —37.5 Pi ok 
Wings P| 5 =—28.6 my | | 
Marvel 6 5 —16.7 1 “a 
TOTAL 73.3 100.5 37.1 18.5 25.9 
FILTER TIP 
Viceroy 2.7 6.0 122.2 Pe 1.5 
Parliament 1.9 3.0 57.9 & 8 
Kent ca7?* 38 328.6 m4 8 
L&M eae 3+ er me 1 
TOTAL 5.3 12.3 132.1 1.4 3.2 
ALL OTHER 1.5 12 —33.4 A Pe 
TOTAL 
TAX PAID 394.9 387.0 —2.0 100.0 100.0 
TAX FREE 42.9 38.0 —11.4 
GRAND 
TOTAL 437.8 425.0 —2.9 
*Went to king size exclusively April 1. 
**Introduced king size January 1. 
tIntroduced king size April 6. 
#Introduced in October, 1953. 
***Comparison a bit incomplete because of full year of 1953 compared with 9 months of 
1952 for a completely new brand. 


cept the mentholated Kools, sus- | 


for top-selling Camels to 23.6% | 


roy sold 2.2 times as many ciga-| 
rets this year as in 1952, and leaped | 


However, it is noted that the so- | 


| 
| 


| 


} 


STANLEY S. ADAMS, g 
of the Chicago Daily News, has been 
promoted to advertising director, succeed- 
ing George F. Hartford, who will continue 
as v.p., director and consultant until July 
1 when he intends to retire. Mr. Adams was 
assistant to the president of the New Or- 
leans Times-Picayune until coming to the 
News last March. 


vo 


'nomic shape, the study finds. It 
|reports increases in earnings per 


share, as follows: 
1952 1953 
(est.) 
American Tobacco .. $4.79 $6.04 
Liggett & Myers .... 5.11 5.39 
ge. ee 2.01 2.33 
Philip Morris ...... 4.13 5.23 
R. J. Reynolds ...... 2.90 3.10 


a The Business Week story also 
| devotes a lot of space to “cancer 
talk,” which it says “is giving man- 
|‘ ufacturers nightmares.” A num- 
‘ber of straws in the wind on pop- 
ular reaction to the health scare 
were listed, including: 

1. That sales of the Vanguard 
Press book, “How to Stop Smok- 
ing,” are running nearly 3,000 a 
month, compared with 1,000 a few 
months ago. 

2. That two research firms— 
Rand & Associates, Cleveland, and 
Sloan-Kettering Institute for Can- 
cer Research, New York—are now 
making studies of cigaret paper as 
the possible cancer cause. Rand 
has gone so far as to develop a 
wrapper made of a plastic film. 


‘Family Weekly’ Has 
Financial Trouble, 
Changes Ownership 


New York, Dec. 30—Family 
Weekly, non-metropolitan Sunday 


|its bow on newsstands less than 
| four months ago (AA, Oct. 5, April 
13), has run into financial troubles 
and has changed hands. 
Newspaper Magazine Supple- 
ments Inc., a new corporation 
headed by Leonard S. Davidow, 
_Chicago, has bought the magazine. 
_Mr. Davidow now becomes pub- 
| lisher on a platform of “supply- 
| ing just that kind of financial sup- 
/port” which he says will enable 
the supplement to flourish. 
| In the changeover, William H. 
| Marriott, founder and former pub- 
lisher of the magazine, becomes 
| its executive v.p. in charge of 
/publisher relations. Harry G. 
Strong, formerly v.p. of Ziff-Davis 
| Publishing Co., is the new gen- 
{eral manager. 


|@ First act of the new manage- 
|ment was to announce the change 
via a telephone hookup to about 
|/70 newspaper publishers and po- 
| tential customers. Family Weekly 
is currently appearing in 32 Sun- 
_day newspapers with a total cir- 
/culation of 620,000. 

Mr. Davidow, who is also head 
_of Consolidated Book Publishers, 
Chicago, told ApvEeRTISING AGE 
that Family Weekly will continue 
_to aim at Sunday newspapers in 
non-metropolitan markets with 
circulations in the 10,000-100,000 
bracket. His main announced 
| change was editorial—to put more 
emphasis on the “non-metropoli- 
tan area” approach. 


newspaper supplement which made 


(Continued from Page 1) 


bert A. Kent, chairman; Philip 
| Morris & Co. Ltd., O. Parker Mc- 
Comas, president; R. J. Reynolds 
Tobacco Co., E. A. Darr, president; 
Tobacco Associates Inc., J. B. 


ciation of growers and warehouse- 
men in the flue-cured tobacco in- 
dustry—most cigaret tobacco is 
flue-cured); United States Tobac- 
co Co., J. W. Peterson, president. 

AA “was told other organiza- 
tions, and presumably other com- 
panies (Liggett & Myers, third 
largest factor in the business, is 
notably absent from the commit- 
tee) may be added later. Formal 
organization of the committee will 
probably come later, too, with a 
revolving chairmanship. 


= The ad will appear hard on the 
heels of some of the most damag- 
ing publicity the industry has ever 
received. In recent weeks it has 
been the target of articles on lung 
cancer in Life and Time, news- 
papers have carried extensive 
stores on the views of Dr. Alton 
Ochsner, who told the American 
Dental Assn. of his opinion on the 
linkage of cancer and smoking, 
and the adoption of a new code for 
cigaret advertising by the Nation- 
al Better Business Bureau. Tobac- 
co stocks have reflected the ad- 
verse publicity, and cigaret sales 
are off or the first time in 21 years. 
The ad is faced with a big job. 
Headlined, “A Frank Statement to 
the Public by the Makers of Ciga- 
rettes,’’ it reads as follows: 


a “Recent reports on experiments 
with mice have given wide publi- 
city to a theory that cigaret smok- 
ing is in some way linked with 
lung cancer in human beings. 

“Although conducted by doctors 
of professional standing, these ex- 
periments are not regarded as 
conclusive in the field of cancer 
research. However, we do not be- 
lieve that any serious medical 
research, even though its results 
are inconclusive, should be disre- 
garded or lightly dismissed. 

“At the same time, we feel it 
is in the public interest to call 
attention to the fact that eminent 
doctors and research scientists 
have publicly questioned’ the 
claimed significance of these ex- 
periments. Distinguished authori- 
ties point out: 


a “1. That medical research of 
recent years indicates many possi- 
ble causes of lung cancer. 

“2. That there is no agreement 
among the authorities regarding 
what the cause is. 

“3. That there is no proof that 
cigaret smoking is one of the 
causes. 

“4. That statistics purporting to 
link cigaret smoking with the 
disease could apply with equal 
force to any one of the many other 
aspects of modern life. Indeed, the 
validity of the statistics themselves 
is questioned by numerous scien- 
tists. 

“We accept an interest in peo- 
ple’s health as a basic responsibi- 
lity, paramount to every other 
consideration in our business. 

“We believe the products we 
make are not injurious to health.” 


= The ad then reiterates the 
and Mr. Darr in previous public 
|statements, that tobacco has re- 
peatedly been charged with caus- 
|ing disease, and that these charges 
have been abandoned for lack of 
_ evidence. 

“Many people have asked us 
what we are doing to meet the 


Joint Tobacco Group 
Tackles Cancer Fear 


| Hutson, president (this is an asso-- 


_ viewpoints expressed by Mr. Hahn | 


public’s concern aroused by the 
recent reports,” the ad says. “Here 
is the answer: 


| 


ws “1. We are pledging aid and 
assistance to the research effort 
into all phases of tobacco use and 
health. This joint financial aid 
will of course be in addition to 
what is already being contributed 
by individual companies. 

“2. For this purpose we are es- 
tablishing a joint industry group 
consisting initially of the under- 
signed. This group will be known 
as Tobacco Industry Research 
Committee. 

“3. In charge of the research 
activities of the committee will be 
a scientist of unimpeachable in- 
tegrity and national repute.~ In 
addition there will be an advisory 
board of scientists disinterested 
in the cigaret industry. A group of 
distinguished men from medicine, 
science and education will be in- 
vited to serve on this board. These 
scientists will advise the commit- 
tee on its research activities. 

“This statement is being issued 
because we believe the people are 
entitled to know where we stand 
on this matter and what we in- 
tend to do about it.” The names 
of the companies and their offi- 
cers follow. 


= The formation of the commit- 
tee, the appointment of p.r. coun- 
sel, the agency selection and the 
preparation of the ad all took 
place in the last fortnight, AA 
learned. Fuller & Smith & Ross 
was picked because it has no cig- 
aret account, and because it has 
institutional advertising experi- 
ence. 

The ads were sent to newspa- 
pers accompanied by an unusual 
note which warned the papers 
that the advertisement was to be 
treated as confidential, and asked 
that no editorial coverage on the ad 
precede its appearance Jan. 4. 


December Issue Is 


Last for ‘Holland's’ 


Dattas, Dec. 30—Holland’s Mag- 
azine this month suspended publi- 
cation. This is the first time the 
magazine, founded in 1905, has in- 
terrupted publication. 

According to Lee Hainline, pres- 
ident and general manager of the 
publishing company, the suspen- 
sion was forced by increased 
printing and production costs and 
low revenues. Mr. Hainline told 
ADVERTISING AGE that Holland’s 
new management had not had 
time to bridge the gap between 
costs and ad revenue in the period 
in which it has had possession of 
the magazine. 

Holland’s was bought on July 
11, 1952, from Farm & Ranch Pub- 
lishing Co. Its circulation is re- 
gional, and totaled more than 
500,000 during 1953, scattered 
throughout 15 southern states. 


a In June of 1953, the publication, 
which had been sold on a subscrip- 
tion-only basis up until then, an- 
nounced it would be placed on 
sale starting in September as a 
drugstore-distributed magazine 
similar to the publications sold in 
supermarkets (AA, June 8). 

Plans for resuming publication 
are now being considered, Mr. 
Hainline said. He estimated that 
ad linage for Holland’s during 1953 
| was about 90,000. The last rate in- 
‘erease by the publication was in 
January, 1953, when an agate line 
went from $5 to $5.50. 


Harold Jacobs Co. Moves 

Harold A. Jacobs Co., New 
York agency, moved to new of- 
fices at 510 Madison Ave. 


| 
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¢AB 
TAN-O-METER 


GADGET AND GIMMICK QUEENS—Last year was another good one for the cheesecake market, with a 
number of shapely girls doing their best to call attention to a variety of gimmicks, gadgets, foods and 
fashions. Several of the “queens” held more than one title during the year, depending upon which trade 
show was in progress, and there was a fine collection of rather fantastic titles to be awarded. Among those 
reigning in 1953 were, in customary left-to-right order, (TOP) Jeanne Williams, ‘Frankfurter Queen” of 
Hebrew National Meat Products; Diana Herbert, Torino Foods’ “Miss Pasta Fazool”’; Gloria Pall, who was 


eesecake Review of the Year 


Advertising Age, January 4, 1954 


known as “Miss Pre-Shaped” under Lee Hat auspices; (CENTER) Linda Lombard, crowned “Ice Queen, 1953”; 
Fay Wright, Gaby Sun Tan Oil's “Tan-O-Meter Queen”; Audie Murphy, known as “Miss Zion Delicatessen’ 
and ‘’Zion Salami & Egg Queen” on behalf of Zion Meat Products; (BOTTOM) Helaine Grayson, dubbed by 
Pioneer Mfg. Co. as its “Pioneer Girl”; Jeanne Williams (also “Miss Frankfurter’), who doubled as “Queen 
of the Fabric Show” for Desley Fabrics and, on Valentine Day, Lisa Loughlin, the “Queen of Hearts,” who 
handed out valentines for Ripley Clothing Stores. 
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Department Store Sales... 


Christmas Sales Lag 3% Behind ‘52 


buying in U.S. department stores | 
lagged behind 1952, according to) 
figures released by the Federal Re-| 
serve Board. 

Sales for the four weeks ended 
Dec. 19 were off 3% compared 
with a corresponding period the’ 
year before. | 

Sales volume for the week. 
ended Dec. 19 hit a peak for the | 
year with an index of 234, but this 


DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


Week to Dec. 19, ’53* p234 
Week to Dec. 20, ’52*..237 
Week to Dec. 12, ’53*..217 
Week to Dec. 13, ’52*..224 
Week to Dec. 5, ’53*..190 
Week to Dec. 6, ’52*..195 


pPreliminary. 
*Not seasonally 


adjusted. 


was still 1% behind a correspond- 
ing seven-day period in 1952. 


= Generally, lagging sales were 
most noticeable in coastal areas. 
San Francisco’s Federal Reserve 
District reported a sales decline of 
7% for the four-week period ended 
Dec. 19, compared with a corres-. 
ponding four weeks in 1952. New| 
York and Philadelphia districts 
were 4% behind last year. 

With less than two weeks re- 
maining in the year, total sales 
through Dec. 19 were running 1% 
ahead of 1952. The Chicago and 
Cleveland districts lead the nation 
in sales gains—each reporting 3% 
increases over last year. 


Week 4weeks 
ended ended 
Dec. 19 Dec. 19 
comp. comp. 
with with 
week 4weeks Jan. 1 
ended ended to 
12/20/52 12/20/52 Dec. 19 
U.S. Total —1l —3 1 
Boston .. —l 0 1 
New York ....... —3 4 --1 
Philadelphia ... 0 —4 1 
Cleveland ...... —1 —2 3 
Richmond ........ 2 —2 2 
PENG sservicseveceses 2 —1 2 
CICHD:  ciccvvescieese 0 —1 3 
| ene 0 —2 1 
Minneapolis ..... 3 —1 1 


NATION’S LARGEST TRADE TERRITORY 


IMPORTS AND EXPORTS 
THROUGH PORT OF 
EL PASO— UP 857%, 


1952 Total ........$114,800,000. 


1940 Total 12,000,000. 
rere 102,800,000. 


E! Paso is the Largest 
City on the Border 


The Z Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! 


Kansas City ...... —2 
REE sicsinceenihie —5 
San Francisco —7 


American Broadcasting Co. 


Adds 12 More TV Stations 
The addition of 12 more televi- KIDO-TV, Boise. 


\sion stations brings 
Broadcasting Co.’s total to 185. 

| Newcomers are WIFE-TV, Day- 
‘ton; WTVH-TV, Peoria, IIL; 


| WJHP-TV, Jacksonville; WEAR- | 


TV, Pensacola; WINK-TV, Fort 


0 Myers; WDBO-TV, Orlando, and 
1} WJDM-TV, Panama City, all in 
° Florida; 


WBOC-TV, Salisbury, 
Md.; WSJV-TV, Elkhart, Ind.; 
|'KIMA-TV, Yakima, _ Wash.; 
/WNCT, Greeneville, N. C., and 


American , White Rock Names PR Firm 
| White Rock Corp., New York 


maker of soft drinks, has appoint- 
ed Koehl, Landis & Landan, New 
York, to handle public relations 
for its hotel, restaurant and club 
division. 


Meany Co. Promotes Warner | 


’ Charles H. Warner III has been 
promoted to copy chief at Philip} 
J. Meany Co., Los Angeles agency. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655. and ask for 


<Matie Maize on your: next multi- 


graph, mimeograph, addressing oF 
mailing job. Quick pick-up and de- 
accurate work, plent; 


livery, fast an 
of experienced personnel, charges 
always in line. THE LETTER SH10 P. 
Inc., 431 S. Dearborn St., Chicazo 5 


Now in our 23rd successful vear 
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More Than 


*Gruneau 


0 


are you 


W. E. Browning 
1106 Dominion Sq. Building, 
Montreal, Que. 


Research Ltd. 


500,200 


(Representing Daniel 


THESE 222,000 
EXCLUSIVE 
CANADIAN 
BUYERS? 


trading zone, 222,000 people, over 


15 years of age, read The Telegram 
as their ONLY DAILY NEWS- 


PAPER.* The Telegram alone 
reaches this EXCLUSIVE market 


(more than the total population 


of Ottawa, Ontario.) 


THE TELEGRAM 


DAILY plas WEEKEND 
TORONTO 1, CANADA 


O'Mara and Ormsbee, Inc., 
420 Lexington Ave., 
New York, N.Y. 


John E. Lutz Co., 
435 North Michigan Ave., 
Chicago, Il. 


Starch and Staff) 


0,000 People in Canada's Richest Market Read The Telegram 
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FAMILY 


+ a * i: > a? a * a ° 
target for 


wise advertisers! | 


The hand that rocks the cra- 
dle is America’s No. 1 pur- 
chasing agent! No wonder— 
because mothers and home- 
makers account for over 
80% of our nation’s con- 
sumer buying today! 


Impress over 1/2 MIL- 
LION mothers and families 
with YOUR advertising in 
the Our Sunday Visitor- 
Register UNIT—two nation- 
al weeklies they read; they 
believe in; they BUY from! 


Let us show you how other 
national advertisers reap 
volume sales and enviable 
profits selling through this 
money-making UNIT. All we 
ask is the opportunity to 
show you how the UNIT will 
help your sales, just as it 
does now for dozens of 
prominent American adver- 
tisers. 


You've got the merchan- 
_dise, we've got the vehicle 
. . « let’s get moving—to- 
gether! 


‘ithout obligation we'd 
like to tell you more. Call, 
write or wire for factual, 
helpful information to bring 
you 1,582,060 new customer- 
families in 1954... 


1,982,060 


WEEKLY CIRCULATION 


NATIONAL REPRESENTATIVES 


(Bertolet x Co. ne 


30 NORTH DEARBORN 


—CHICAED 


cEenTRat -@aent 


Armstrong's Banzhaf Asks Network — 


Heads, Admen to Halt TV Payoffs 


(Continued from Page 1) 
Paul B. West, president of the. 
_Assn. of National Advertisers; Ben | 
Duffy, president of Batten, Bar- 
ton, Durstine & Osborn (which 
places Armstrong’s 30-minute tv 
drama); Sylvester L. Weaver, NBC 
president; Robert Kintner, ABC 
president, and Frank Stanton, 
CBS president. 

“This is excellent reporting of 
it very bad situation that exists in 
the television industry,” Mr. Banz- 
“haf wrote AA. “The practice of 
permitting gratuities, I believe, 
/can prove ruinous for everyone in 
‘the industry. In addition it vio- 
jlates the codes of good business 
‘morals and ethics. There is no 
'more reason to extend gratuities 
'to production personnel than there 
is to extend them to network sales- 
men who also do an excellent job 
in behalf of their clients. Yet I 
am sure any salesman accepting 
a weekly gratuity from a client 
would be dismissed from the net- 
work payrolls. 


se “The gratuity practice also con- 
tributes substantially to the gen- 
erally prevailing attitude that any 
advertiser who can afford to use 
television has an almost boundless 
storehouse of funds to pay for not 
only necessities but an endless va- 
riety of frivolities... 

“T sincerely hope that you will 
continue to publish information of 
this kind to focus attention on 
these illnesses of this wonderful 
new advertising medium, in order 
to stimulate action before irrep- 
arable damage has been done... 
Everyone would welcome the kind 
of business statesmanship that 
would lead to the establishment of 
fair and uniform practices and 
standards for this industry.” 

Mr. Weaver, head of the network 
with which Mr. Banzhaf is most 
concerned, since Armstrong’s only 
network telecast is carried on NBC, 
declined to comment on the let- 
ter. 


we When asked for his comments 
'on the situation, ABC president 
Robert Kintner referred the ques- 
tion to Alexander Stronach, v.p. 
\in charge of ABC’s television net- 
work. 


“It is a vicious practice carried | 
over from the infancy of radio,” | 


'Mr. Stronach said. “But the prac- 
| tice did not originate with the 
networks. Outsiders—free lance 
directors, the agencyman or the 
sponsor who thinks a particular 
man is doing a wonderful job on 
their commercials and wants to 
keep him on the show—started the 


cial favors from network person- 
nel. No network is going to give 
gratuities to its own employes.” 

When ABC-TV finds a little 
something extra being paid to an 
ace cameraman, the technical di- 
rector, head lighting man or any 
of the other members of the crew 
on its show, “we go to the man! 
making the payoff and suggest) 
that it be stopped,” Mr. Stronach_ 
continued. 


asked not to be quoted by name, 
“because I can’t blast the advertis- 
er in my job,” charged that the 
“plain fact of the matter is that 
the sponsor makes this situation.’ 

“The networks take a dim view 
of gratuities. The situation breeds 
discontent, arrogance on the part 
of a few, and makes the crew dis- 
tinctly difficult to live with. If 
one man on the camera crew is a 


slips him ten bucks, the other guys 
decide they don’t need to make a 
special effort for a director who 
doesn’t appreciate them,” he con- 
tinued. 


a Sponsors introduced this tech- 
nique for keeping the technicians | 
happy and making them feel like} 
a part of the outfit in radio, he 
added. General Foods used to pay | 
the CBS production man and engi- 
neer “to get them to give a little 
extra something” on the old Kate 


gave Fred Allen’s engineer $50 ev- 
ery week when that company spon- 


“When the networks find that 
somebody is being paid extra to 
do his job, we try to stop the pro- 
ducer, agency man, sponsor’s rep- 
resentative or whoever is making 


sponsible person. 


Collins, Miller & 


Hutchings 


INC. 


America’s 


FINEST 


photoengra ving 


~ 


CHICAGO 1 


payoff system, hoping to get spe-| 


Advertising Age, January 4, 1954 


| 


SIGN PAINTER’S NIGHTMARE—Pointing up the scarcity of tickets and tables at its 

annual Christmas party, the St. Louis adclub set up these displays around town. A 

record 1,433 adclubbers turned up for their 51st annual party, and from the 
spelling on the sign at left it looks like the artist got the worst table. 


“But by that time much of the Two to Witherspoon & Ridings 
damage has been done. The pay- western States Life Insurance 
offs may then go underground, or Co,, Dallas, and Texas Interna- 
the crewman who no longer is get- | tional Sulphur Co., Houston, have 
' ting the extra money is disgrunt- | appointed Witherspoon & Ridings, 
‘led and no longer turns in as good Dallas and Fort Worth, to handle 
| their public relations. 


a job,” the network official said. 


# One top network executive who! Banzhaf’s call for “business states- | 


_manship” to put a stop to the pay- 


, letter 
| ANA’s director of radio and tel-| 
|evision, to the Armstrong execu- | 


' problem was discussed at a joint 
/meeting of representatives of the 


favorite with the director who) 


ers earlier this month. At 
| time, according to Mr. 


‘it was suggested 


hpieeee and advertisers. 


_@ Mr. Allen told AA that the ANA 


Smith radio show; Bristol-Myers. 


sored his radio show, he recalled. | 


the payoff, if we can find the re-| 


a The ANA’s reaction to Mr. | 


ola for video’s behind-the-scenes 
workers came in the form of a 
from Joseph M. Allen, | 


| 
tive. | 
Mr. Allen pointed out that the | 


ANA, Four A’s and National Assn. 
of Radio & Television Broadcast- 
that 
Allen it 
| was agreed that such behavior on 
‘the part of technicians should be 
grounds for their dismissal, and 
that NARTB | 
draft a statement to that effect 
'to be circulated among stations, 


is still waiting for the broadcast- 
ers’ group to make the next move. 
| This may be quite a white in com- 
ing; a couple of weeks ago (AA, 
|'Dec. 21) Richard P. Doherty, v.p. 
and director of employe-employer 
relations for NARTB, said he did 
not believe a formal notice say- 
ing such practices are bad would 
‘help and that no “statement” on 
| the subject was plinned. 

Ben Duffy, speaking for BBDO, 
'which handles the Armstrong ac- 


Industrial 
Equipment 
News 


Cem ECPORTER OF TAKE Aime mt CUMIN, PAT) MAT EMA 


Na pa porere enn | 


‘eenomy « size. e ; 


VOntowencenres 


= 


which has made 
advertising history 
by delivering . . .| 


more intensive concentration of your 


count, said he agreed with Mr. 
Banzhaf. 

“All these technicians are paid 
;a salary,” Mr. Duffy said. “Any- 
thing else is panhandling, in a 
sense.’ 


When asked if any extra fees | 
were being paid to backstage help | 
at “Armstrong Circle Theater,’ 
Mr. Duffy said: “We're not paying | 
any extras that I know of. We | 
stopped that.” 


Six-Day Drivers’ 
‘Strike Ends for 
Minneapolis Papers 


_ MINNEAPOLIS, Dec. 29—The 
| Minneapolis Tribune blossomed 
| forth Sunday with display adver- 
| tising at about 60% of normal and 
a double helping of feature sec- 
tions following the settlement of 
a six-day drivers’ 
had prevented distribution of the 
Star and Tribune (AA, Dec. 28). 
| Although the strike settlement 
| was reached late Christmas after- 
noon, 
regular distribution of the Dec. 26 
Tribune. Deliveries of the Star 
were almost normal, and the Sun- 
day Tribune went to all subscrib- 
ers. 
Large crowds of post-Christmas 
_bargain hunters were reported in 
| the downtown shopping area yes- 
terday, and retailers 
“stand-by” ads ready at the paper 
profited from the gamble. 


strike which | 


it was too late to resume | 


who had! 


product story ... more extensive-dis- | 
| tribution of your selling messages . . . 

_ reaching 64,000 product selecting of- § 

ficials . . . in 40,000 active and well 

rated plants and buying offices... in 
| all 28 industries .. . thereby helping } 
| you co find and sell many new and 
all 
$1,800 a | 
. good for sell- 
ng... because... used for buying. 


maybe unsuspected markets . . . 
for $150 to $160 a month... 


year... l4¢percall.. 


TT 
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RCA, Other Set 
Makers Quarrel 
Over Color TV 


(Continued from Page 1) 
papers across the country patting ducers. : 
itself on the back for its leadership) RCA’s b&w tv patent pool is so. 
in developing the compatible color broad that no other company can 
system. ‘make a receiver today without 

On Dec. 23, Philco Corp. ran | paying some royalties for compo- 
page ads saying the development nents to RCA. Only recently, David 
of the color system was “not the Sarnoff, RCA’s head man, revealed | 
work of any one company.” The | 4 little known fact at a meeting of 
Philco ad made no mention of|New York securities analysts: 
RCA’s boast, but it ran an alpha-| RCA’s net from patent licensing 
betical list of 42 companies “whose runs about $3,500,000 annually. 
combined knowledge and strength | 
are responsible for the system that," Many major electronics manu- 
won final approval.” facturers have indicated that they 

/are ready to go to court to termi- 
|nate the present patent pool. They 


that RCA’s ad was aimed at at- 
tracting small parts manufacturers 
into a color tv patent pool similar | 
to the one the electronics giant has 
/set up in b&w tv. 

| The purpose of the ad, some of 
'these tv manufacturers insist, was 
_to convince the small parts manu-_ 


|facturers that RCA is still the giant | 


= About the same time, in Los An-| 
geles, Hoffman Radio Corp. ran an 
institutional type ad similar to 
Philco’s, praising the industry as a 
whole for color tv. 

Over the Christmas weekend, 
E. F. McDonald Jr., president of 
Zenith Radio Corp., released to the 
press a copy of a letter sent to the 
Federal Communications Commis- 
sion and other tv set manufacturers 
saying he was “shocked when we 
saw the misleading manner in| 
which Radio Corp. of America 
sought, through television an- 
nouncements and full-page news- 
paper ads published throughout 
the country, to create the impres- | 
sion that this...system of color, 
television which you approved was | 
the sole and entire product of | 
RCA.” 

The letter went on to stress that 
the system was developed ‘“‘by the 
joint efforts of many tv manufac- 
turers, of which RCA was only 
one.” 


® RCA was quick to reply to the 
Zenith statement with some sharp 
words. In part, RCA’s statement 
says that it had “invested almost | 
$30,000,000 in pioneering and de-| 
veloping compatible color televi-| 
sion” and that “it was RCA that| 
consistently insisted that only an 
all-electronic compatible color tel- | 
evision system was good enough 
for the American public.” 

RCA was the first to “create, 
develop and demonstrate a tri-col- 
or tube,” the statement continues. 
“We know of no significant contri- 
bution of the Zenith Radio Corp. 
to the creation and development of 
compatible color television. 

“This is not the first time that 
Mr. McDonald has been wrong,” 
RCA insists, and quotes from an 
article in Collier’s in 1946 by the 
Zenith head touching on the po- 
tentials of b&w tv. 


® “Zenith is now in patent litiga- 
tion with RCA, and Mr. McDon- 
eld’s last ill-chosen blast is an 
obvious maneuver on his part re- 
lated to the action now pending in 
the federal court,” the statement 
* says, concluding that RCA can of- 
ier “solid proof” of the statements 
made in its ad. 

At the same time that RCA was 
releasing its frosty answer to Mr. 
McDonald, it was being attacked | 
by Ross D. Siragusa, head of Ad-| 
miral Corp., who in an address to 
company distributors at a meeting | 
here, charged that RCA “is at- 
tempting to create a patent posi- 
tion for itself in color tv” through 
advertising claiming credit for the 
system approved by the FCC. 

“As everyone knows,” Mr. Sira- | 
gusa said, “their present license) 
agreements—which are based on 
patents now being challenged in 
the courts—run out at the end of 
1954.” 


#® A check by an AA reporter 
among engineers for tv set makers 
and some small parts manufactur- 


certainly don’t want to see another 
one created tying up color tv parts. 

Two things seem clear through 
the smoke of this controversy, 
however. The first is that the color | 
system approved by the FCC is not 
the same as the one originally sub- 
mitted by RCA. That system trans- 
mitted color using a dot sequential 
system. The only color system 
mentioned in the FCC approval is 
that of the National Television 
System Committee, which trans- 
mits the picture image simultane- 
ously. 

Secondly, until the minutes of 
the NTSC are examined, no one 
can safely say who contributed the | 
most toward the development of) 
the color system which has re- 
ceived the government’s nod. 

At any rate, with so much in- 
volved, the present argument is 
not likely to die down as quickly 
as it flared up. And besides, the 
Russians haven’t been heard from 
yet. 


Southwell Free on 


Bond; Promises to 
Go Along with NBBB 


New York, Dec. 30—John T. 
Southwell, head of the Garden 
Guild of America and v.p. of 
Smith, Hagel & Snyder, New York 
agency, who was taken into cus- 
tody by postal authorities in St. 
Louis a week ago and charged 
with operating a scheme to de- 
fraud (AA, Dec. 28), told AA to- 
day that he “is not in the least 
worried about the matter.” 

His hearing in St. Louis sched- 
uled for yesterday has been post- 
poned, Mr. Southwell said, un- 
til next week. He is free on $5,000 
bond. 

At the office of the agency here, 
Mr. Southwell told AA: 

1. All unfilled orders have been 
or are being shipped, or otherwise 
taken care of. At one time the 
guild was behind between 6,000 
and 7,000 orders. All of these, ex- 
cept about 300, Mr. Southwell 
said, are being filled.The 300 cus- | 
tomers, in New England and nor- | 
thern Michigan, have been sent | 
letters of explanation and will be| 
given either a credit memo or their 
money back. 


ws Explaining the reason for or-| 
ders being held up, Mr. Southwell | 


_v.p. and creative director of Colman, Prentis & Varley, New York. 


Last Minute News Flashes | 


Lloyd, Chester & Dillingham Dissolves 


NEw York, Dec. 31—Lloyd, Chester & Dillingham is liquidating as of 
Jan. 1. Last Sept. 1, two Publicker Industries subsidiaries—Kinsey Dis- 
tilling Co. and Old Hickory Distilling Corp.—and a piece of Continental 
Distilling Corp. moved from LC&D to Carl S. Brown Co. with John J. 
Hagen, exec. v.p. of LC&D (AA, Aug. 10). At the same time, Howard 


Corp., Detroit machine tool manufacturer, the only remaining account, 
is reported inactive. 


John Morrissy Becomes Ad Manager of ‘Life’ | 

New York, Dec. 31—John F. Morrissy, formerly western advertising | 
sales manager of Life, has been named advertising manager of the | 
magazine. He first joined Life as a salesman in 1938. 


Vitamin Corp. Testing New Skin Product 

Newakk, Dec. 31—Vitamin Corp. of America is testing a skin prod- 
uct called Placid in Dayton, Providence, Milwaukee and St. Louis, 
using newspaper ads. Placid, available in cream and lotion, is intended 
to aid the “natural acid mantle” of the skin in resisting fungi and 
bacteria..If the tests go well, the product will go national. 


Venard Forms Station Representative Firm 


NEw York, Dec. 31—Lloyd G. Venard, former president of O. L. 
Taylor Co., radio and tv station representative, will open his own 
representative firm, Lloyd G. Venard Inc., here Jan. 4. Its Chicago of- 
fice will be headed by Howard B. Meyers, Taylor western sales man- 
ager, and another Taylor executive, Duncan A. Scott, will direct West 
Coast operations out of Los Angeles. Venard Inc. will represent 17 
radio and six tv stations in the pre-sale Taylor organization. 


Franceschi Leaves Foote, Cone; Other Late News 


e M. Peter Franceschi has resigned as president of Foote, Cone & 
Belding International to become manager of creative production at 
Geyer Advertising. Vincent Tutching, now a v.p., succeeds him as 
president. 


e@ Campbell-Ewald Co. has resigned the American Magazine account, 
which now goes to Monroe F. Dreher Inc., New York. 


e Vincent P. Brunelli, formerly director of the paper division of Per- 
sonal Products Corp., has been named director of advertising and mer- 
chandising of Tek Hughes, another Johnson & Johnson company. 


e Carl Fick, former v.p. of L. E. McGivena & Co., has been named exec. 


e Advertising of Melody Whip, filled milk product of Amboy Milk 
Products Co., Amboy, IIl., has been placed with the Chicago office of 
Calkins & Holden, Carlock, McClinton & Smith. Kencliffe-Breslich 
formerly had the account. Radio, newspapers and point of sale will be 


used in Chicago and Illinois markets. 


| made.” 


3. In all future advertising the 
guild will be guided by any sug- 
gestions that the National Better 
Business Bureau makes. All copy 
is being checked with NBBB, Mr. 
Southwell said, and, he added, “I 
will make any changes they re- 
quest.” 


a On this point NBBB told AA 
that the bureau has not in any 
way given either Mr. Southwell or 
the Garden Guild clearance on his 
copy. In a letter dated Dec. 4, the 
bureau wrote Mr. Southwell that 
any changes he has made in his 
advertising at the bureau’s sugges- 
tion “are not such as to justify 
your implications that we have ap- 
proved this copy as a whole. 

“Again let us repeat,” the bur- 
eau said, “our offer to discuss 
corrections of any claim with you 
at any time, or even to review en- 
tire advertisements in a line-by- 
line conference. But please under- 
stand that this service is not made 
with any intention to provide you 
with entry to media or as a ref- 
erence to be made in consumer 
complaints. 

“May we therefore request you 
to refrain from all allegations that 
we in any way approve your ad- 
vertising.”’ 


said that he had to close his St. |@ 4. Reports that some radio sta- 


'Louis office because of personnel tions have not been paid by the 


troubles and that orders received guild, Mr. Southwell said, are 
came in faster than they could be| grossly exaggerated. He said that 
taken care of here and in Tyler, | his lawyer is making arrangements 


|Tex., where actual shipments are 


ers revealed the general feeling 


made. 

2. The Garden Guild will con- 
tinue its advertising in 1954. 
Schedules have already been 


booked on the Pacific Coast and in 
the South for newspaper advertis- 
ing in about 38 newspapers. Fif- | 
teen-minute radio programs will | 
also be used in those areas, Mr. 
Southwell said, “as soon as the 
necessary arrangements can be 


to settle all claims, and that re- 
funds to consumers are also being 
made as rapidly as possible. He 
said he did not know the extent of 
the claims made by radio stations 
which have been reported as about 
$200,000. That figure, he _ said, 
seems excessive. 

5. Mr. Southwell said he is sev- 
ering his connection with Smith, 
Hagel & Snyder, and that he will 
be ready to announce a new agen- 


|cy appointment for the guild in 
| another week or ten days and also 


a new connection for himself. 

At SH&S, Raymond C. Hagel, 
executive v.p., told AA that the 
agency terminated Mr. Southwell’s 
connection as of Dec. 15 and also 
resigned the Guild account as of 
that date. The agency has also not- 
ified all radio stations that it will 
honor its obligations as agent for 
the guild for advertising placed up 
to Dec. 15. 


FTC Refuses Additional 
Tests for Battery Additive 


The Federal Trade Commission 
has refused to order additional 
scientific tests of a battery addi- 
tive which faces a false advertising 
complaint. Rejecting the motion 
for additional tests, the commission 
instructed hearing examiner Web- 
ster Ballinger to complete the 
taking of testimony on Sav-A- 
Battery, an additive handled by 
Courant Distributing Co., Kansas 
City. 

The company contended in an 
appeal to the commission that its 
product had not been adequately 
tested by the National Bureau of 
Standards. 


Judge Denies ‘K. C. Star’ 
Anti-Trust Suit Dismissal 


Federal District Judge Richard 
M. Duncan overruled a motion to 
dismiss the year-old anti-trust suit 
charging the Kansas City Star 
Co. with using forced combination 
advertising and subscription rates 
(AA, Jan. 12, ’53). He also took 
under advisement a motion to 
strike parts of the two-count in- 
dictment alleged by the defense to 
be repetitious, illegal, “inflamma- 
tory, immaterial, prejudicial and 
irrelevant.” 

The government contends the 
company requires advertisers to 
purchase ads in both the evening 
Star and the Star-owned morning 
Times and that subscribers must 
pay for delivery of the Star, 
Times and Sunday Star in forced 
combination. 


Watkins Committee 
Urges Reinstatement 


of Census Program 


(Continued from Page 1) 
ness activities of 1953. 
Dr. Watkins said there is no 


in the industry and that they can-| Rigby, president of the agency, resigned. Lawrence M. Lloyd, board | Possibility that the Census of Busi- 
‘not take chances with oher pro-| chairman, may announce new business plans within a month. Vinco | ness can be revived in time to col- 


lect the 1953 data, and that it will 
probably have to go over until 
1955, when it would be taken cov- 
ering 1954. He said there is a pos- 
sibility that the Census of Manu- 
factures covering 1953 could still 
be saved if the administration de- 
cides to press for an immediate 
appropriation for the work. 

The committee is one of several 
named by Secretary Weeks to ex- 
amine the work of various parts 
of the Department of Commerce. 
Other evaluation groups have giv- 


/en the Bureau of Standards strong 


approval, and have issued a favor- 


‘able report on the Weather Bu- 


reau. 


s The group of nine top econo- 
mists and statisticians from indus- 
try under Dr. Watkins was in- 
structed to determine whether the 
census program is properly bal- 
anced and whether the work is 
properly executed. Dr. Watkins 
left no doubt where his committee 
stood. His talk to the AMA im- 
plied that the committee felt the 
bureau was well staffed, and its 
program well planned. 

His talk outlined the compre- 
hensive studies which his evalua- 
tion committee had made among 
users of census materials. He in- 
dicated the final report will in- 
volve about 1,000 pages of mate- 
rial, including hundreds of pages 
of reports of organizations and in- 
dividual companies that use census 
materials. 


s “It was a rare pleasure to re- 
view the evidence,” Dr. Watkins 
said, “to see the widespread recog- 
nition of the great value to our so- 
ciety of the work of the Census 
Bureau and the degree of informed 
opinion.” 

Because of the shortage of time 
—the committee was officially ap- 
pointed early in October—it made 
“wholesale” surveys of the exper- 
ience of the users of census materi- 
al. A special survey by the Amer- 
ican Marketing Assn. made during 
the second half of October drew 
heavy response, and showed AMA 
members overwhelmingly sympa- 
thetic to census programs as pres- 
ently established. 

Following is a brief summary of 
the census evaluation committee’s 
recommendations: 


e Retain census timetable spelled 
out by Congress in 1948 and pro- 
pose immediate Census of Manu- 
factures covering 1953 and Census 
of Business, Mineral Industries 
and Agriculture in 1955 covering 
1954. Census of Government in 
1956 covering 1955. Censuses of 
Manufactures and Business to con- 
tinue at five-year intervals cover- 
ing “3” and “8” years. 


e Full Censuses of Population, 
Housing, Agriculture, Mineral In- 
dustries and Government to be 
taken at 10-year intervals, with 
big-sample, mid-decade studies of 
housing (covering 40 metropolitan 
areas), agriculture (by states), 
and mineral industries. 


e Transportation Census to be re- 
studied “for feasibility.” Expand 
current reports on foreign trade, 
government and manufacturing. 
In absence of strengthened Annual 
Survey of Manufacturers, the com- 
mittee warns it might be necessary 
to take Census of Manufactures 
at two-year intervals. 


Artists Ltd. Moves 

Artists Ltd. has moved to larger 
quarters at 650 S. Clark St., Chi- 
cago, where all its advertising art 
facilities and photo unit are now 
located on one floor. 
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WaAsHINGTON, Dec. 29—The Fed- 
eral Trade Commission is worried 
about “oligopolistic’” or ‘monop- 
olistic’” competition in the milling 
business, especially with regard to 
recent mergers involving Pillsbury 
Mills. 

It said as much today in an- 
nouncing details of the opinion by 
which it last week reversed a 
hearing examiner’s report which 


would have relieved Pillsbury of, 


the need to defend its right to ac- 
quire the facilities of two competi- 
tors (AA, Dec. 28). 

The commission told Hearing 
Examiner Everett F. Haycraft that 
it is convinced, from evidence 
which had already been submitted 
indicating a developing dominance 
of the flour market by big firms, 
that Pillsbury—the second largest 
flour miller in the U. S.—should be 
required to show that its purchase 
of Ballard & Ballard and of Duff's 
baking mix division of American 
Home Products Corp. (AA, April 
2, 51; March 17, 52), will not sub- 
stantially lessen competition or 
tend to create a monopoly. 


s Aside from its importance to the 
milling industry, FTC’s decision 
represented the first effort on the 
part of the commission to interpret 
the anti-merger section of the 
Clayton Act, strengthened by Con- 
gress in 1950. FTC’s opinion, by 
Chairman Edward F. Howrey, said 
mergers will be studied on a case- 
by-case basis to determine the 
economic consequence that is like- 
ly to result. 

“To summarize the evidence,” 
the opinion stated, “respondent, 
whose rapid growth during the past 
few years has been due in part to 
acquisitions and mergers, has now 
acquired two more substantial 
competitors. By these acquisitions 
it has substantially increased its 
milling and production capacity 
and its market position. In one of 
the relevant products, namely, 
mixes, its position in the Southeast 
increased to about 45%. 

“These acquisitions have taken 
place in an industry which has 
steadily declined in size and capa- 
city and in which the big com- 


FTC Says Pillsbury Mergers May Be 
‘Dligopolistic’; Orders Hearings 


|panies have increased their per- 
centage share. This increase has 
‘been largely due—71% of it—to 
mergers. .. 

“The number of competitors in 
| the Southeast, more particularly in 
‘the urban markets, has been ma- 
terially reduced by the acquisi- 
'tions; in the mix business, for ex- 
ample, Ballard, with 12%, and 
‘Duff, with 10.2% of the market, 
have been eliminated. 


a “This establishes, it seems to us, 
a prima facie case...Unless ex- 
plained, contradicted or rebutted— 
and respondent will have every 
opportunity to do so—it is a 
change which represents a move 
away from healthy competitive 
conditions. 

“There is nothing in the record 
to indicate that the mergers will 
at present convert the industry in 
the Southeast from a competitive 
to a non-competitive pattern. The 
inference, in fact, must be to the 
contrary imasmuch as large na- 
tional distributors, such as General 
Mills and Quaker Oats, and large 
regional distributors remain to 
furnish effective competition to 
Pillsbury Mills. 

“However, in the urban market 
at least, the mergers lead in the 
direction of what is called ‘oligo- 
polistic’ or ‘monopolistic’ competi- 
tion; that is, to a situation where 
the remaining competition in the 
particular market is between big 
companies.” 


s FTC noted that between 1945 
and 1951, while the milling in- 
dustry as a Whole lost 67,000 cwt. 
daily of capacity, the top ten firms 
increased their daily capacity by 
57,000 cwt., mostly by acquisitions. 

“Although the Southeast had 
21% of the country’s population 
(1950) and 34% df the number of 
mills (January, 1951) it had only 
11% of the milling capacity. The 
number of mills declined from 805 
in 1945 to 660 in 1951; the total 
daily capacity declined from 154,- 
074 cwt. to 142,907 cwt. 

“No new mills of any size have 
been established in the Southeast 
in recent years.” 


Florance Cottrell, 
Board Chairman of 
‘Toledo Blade,’ Dies 


ToLepo, Dec. 28—Florance E. 
Cottrell, 80, board chairman of the 
Toledo Blade Co., died the day 
after Christmas in Toledo Hospital 
following a stroke. 

Born in Delta, O., Mr. Cottrell 
attended night classes and worked 
in a grocery store before joining 
the Blade in 1891 as an assistant 
bookkeeper. He was elected a di- 
rector and v.p. in 1904 and nine 
years later became treasurer, a 
title he held until his retirement 
in 1946. Mr. Cottrell became board 
chairman in 1941. 


A prominent Mason, Mr. Cottrell | 


was a member of several Masonry 
groups and served as commander 


in chief of the Toledo see 


Scottish Rite. 


RICHARD S. WOLFE 


CoLumesws, O., Dec. 29—Richard 


Stanton Wolfe, 46, v.p., treasurer | 
and a director of Dispatch Print- | 


ing Co., publisher of the Columbus 
Dispatch and Ohio State Journal, 
and president of Radio Ohio Inc., 


died Dec. 27 while on a holiday | 


cruise in the Caribbean Sea. 

In addition to his newspaper 
and radio interests, Mr. Wolfe was 
executive v.p. and a director of 
Bancohio Corp. and a director of 
Wolfe Wear-U-Well Corp., shoe 


~ 
fi (a 


| manufacturer. 

| Beside his wife and two sons, 
/ who were with him on the cruise, 
he is survived by two brothers, 
Robert H. Welfe, co-publisher of 
Dispatch Printing Co., and Pres- 
ton Wolfe, president of the com- 
pany. 


F. ELWOOD STRUVE 

PHILADELPHIA, Dec. 29—F. El- 
wood Struve, 64, executive v.p. of 
Apex Hosiery Co., one of the larg- 
est in the nation, died Dec. 25 at 
his home here. Mr. Struve was a 
native of Germany and came here 
| 37 years ago. 


Advertising Age, January 4, 


| 


stranger 


found a friend 


The Stranger at the Bar 


The bar was cool, And dark. And quict. 
The stranger came in. He had that 
lonely, far-from-home look. The bar- 
tender spatted him: “What lit be. sir?” — Bee: 
“Tm looking for » friend, 


“Ne one here right now,” said the 
bartender apologetically. 
iend,” said the stranger. “An 
old friend—National Premium Beer.” 

From coast to coast, and crisscross 
the country, National Premium Beer 
stands ready to welcome you. Wherever 
you are—you have a real friend...as 


WATIOWAL BREWING COMPANY, Baltimore, Maryland 


| 


near as the next refrigerator. as loyal as 
ham is to eggs. as true as an enginerr’s 
T-square. That's National Premium 
rf 

The first sip is as fresh ax a flower 
after a rain--the last sip is as fresh as 
the first. This is « clear beer, crisp and 
tantalizing and smooth as the ice on a 
winter windshield. 

It's the finest Pilsenertype beer 
made here (or even in Pilsen). ht's a 
friendly beer-—freendly to your taste 
bude and no stranger at any bar im 
the nation! Try National Premium Beer. 


“But I've 


BEER BRAVADO—This is a beer campaign aimed at getting along without the cliches 

of the brewing business. It has been running since November for National Brewing 

in Baltimore, may shortly be spread to other markets where National is sold. It is 

the work of the same Kenyon & Eckhardt copy and art team which handled Ford's 
American Road institutional campaign. (Story on Page 27.) 


‘Chicago Tribune’ Delves Into Motivation 
Factors Affecting Automobile Purchases 


CuicaGo, Dec. 29—The relation-| 
ship of an individual’s personality 


and the personality of the automo- nics. 


bile he buys is delineated in a new 


motivation research study unveiled pean, international, or otherwise 


here yesterday by Pierre Martin- 


eau, research and presentations | 


manager of the Chicago Tribune. 


underlying factors which influence 
car purchases, the Tribune en- 
gaged Social Research Inc. to delve 
into the personal and social mean- 
ings of automobiles. 

Using a variety of the most ad- 
vanced techniques for probing mo- 
tivation, the study indicates the 
importance of the automobile as a 
means of self-expression, and pro- 
vides numerous clues on advertis- 
ing themes. It includes the follow- 
ing “do’s” and “don’ts” for adver- 
tising: 

Dont’s for Advert‘sing 

1. Don’t bluntly attack or deny 
widespread stereotypes. 

2. Don’t put modest cars in up- 
per class settings if you want to 
sell them. 


| 
| 
j 
| 


| 


| 


} 


| 
| 
| 


| NICE GUY—Kids from St. Martha’s Settlement House, Philadelphia, found a pretty 


| authentic Santa Claus in Harry Seeburger, production chief for John Falkner Arndt 

| & Co. In the background at right are Earle Thompson and Nort Bond, account 

| managers for the agency, which threw o special Christmas party and supplied 
gifts for the settlement house children. 


| sible audience appeal. 


In an attempt to determine the 


3. Don’t appeal just to snobbery. 
4. Don’t talk about just mecha- 


5. Don’t get caught up in Euro- 


alien and exotic claims, jargon and 
prestige if you want widest pos- 


Do’s for Advertising 

1. Show situations that lend 
themselves to personal identifica- 
tion. 

2. Show cars in realistic back- 
grounds. Otherwise the advertis- 
ing tends to reinforce and narrow 
the existing image because this is 
a reminder rather than teaching. 

3. Find the best combination of 
realism and fantasy. 

4. Use clear-cut 
character. 

5. Upgrade or downgrade not 
too far. 

6. Plan advertising in terms of 
an over-all governing conception 
of the car rather than in terms of 
single appeals. 

7. Consider the car personality 
as well as the basic aims of the 
audience. 


people with 


a Emphasis on two basic sets of 
motivations—the basic wish for car 
ownership and what the personali- 
ty of a particular car expresses— 
are suggested for automobile ad- 
vertising. It is most effective, the 
Tribune survey indicates, when it 
is in terms of car personality, and 
when it is successfully expanding 
this personality. 

A car can broaden its appeal to 


different types of people by pre-| 


senting differing facets of its per- 
sonality, and conversely can nar- 
row its appeal by stressing only 
one or two facets in advertising, 
the survey indicates. 

Advertisers are warned against 
relying on practical themes only 
in their sales pitches. Emphasis on 
dependability, durability and re- 
liability alone appeals only to the 


most reserved peopie, the study 


1954 


indicates. Too much emphasis on 
economy creates a “cheap” repu- 
tation, and emphasis on safety 
alone appeals only to the small 
group with extreme fears, the 
study says. 

These practical themes have a 
wide appeal, but they should be 
accompanied by other appeals 
which fit the car’s personality into 
the personal dreams and desires of 
an important buying sector of the 
market, according to the study. 


es All cars and features have exist- 
ing personalities, built up by the 
car itself, its advertising, its fea- 
tures, ete., Mr. Martineau de- 
clared. He classified them this 
way: 


e 1. Cars. and features that ex- 
press conservatism—These help 
people express such ideas as digni- 
ty, reserve, maturity. They appeal 
to people who want to tell the 
world that they are responsible, 
sericus in their work and family 
outlook. They emphasize practica- 
lity and dependability: 

Plymouth—Dod ge—De- 
Soto—Packard—four-door sedan— 
dark colors, especially black, green 
blue—minimum accessories—very 
few gadgets, if any. 


e@ 2. Cars and features that ex- 
press middle of the road modera- 
tion and participation—These peo- 
ple want to avoid being too conser- 
vative or too extreme. They don’t 
want to be conspicuous by being 
too reserved or too flashy. They 
want to keep up to date, being 
neither stodgy or very “advanced.” 
They think about practicality and 
realism, too, but give more active 
interest to looks, to getting on the 
bandwagon: 

Chevrolet—Pontiac—B u i c k— 
Chrysler—two-door coupe—light 
colors—‘‘ordinary”’ accessories— 
commonly the current fad in gad- 
gets. 


e 3. Cars and features that ex- 
press some showiness—These help 
people to express their interest in 
what’s new, to exhibit their mo- 
dernity and individuality. They 
show an interest in some flashi- 
ness, more emphasis on appear- 
ance. They are alert to change and 
experiment. Individualism is high- 
ly stressed: 

F or d—Mercury—Oldsmobile— 
Lincoln—hardtop—two-t o n e s— 
bright shades and hues—a range 
of “extras” and gadgets—often 
new fads. 


e 4. Cars and features that ex- 
press unusual status or individual 
needs—These help people to ex- 
press extreme attitudes or most 
special needs. The particular 
wishes vary from notable ostenta- 
tion - (Cadillac, Studebaker) to 
marked safety fears. Apart from 
Cadillac, attitudes toward them 
tend to be quite mixed, or insuf- 
ficient!y known and organized to 
perceive their real character in a 
broad way: 

Cadillac (high status, ostenta- 
tion) —Studebaker—H u ds 0 n— 
N a s h—Kaiser—Willys—conver- 
tible (impulsiveness) —very bright 
colors, red, yellow, white—the 
latest gadgets and accessories. 


Seven More Join PIB 


Seven publications have been 
added to the underwriting mem- 
bership list of the Publishers In- 
formation Bureau. They are 
Bride’s, Christian Herald, Ebony, 
Lifetime Living, Pines Women’s 
Group, The Saturday Review and 
Science & Mechanics. PIB reports 
for 1954 will therefore be based on 
103 general and national farm 
magazines and seven newspaper 
sections or supplements. 


Canton Provision Appoints 


John Duffy Co., Cleveland, has 
been named to handle advertising 
for Canton Provision Co., Canton, 
O., packer of Pioneer’ brand 
smoked and packaged meats, 
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says HAL DAVIS, vice President 
KENYON & ECKHARDT INC. 


“The quality of Advertising Age reporting 


is incredibly high. Your men and women dig up 


news and features which make the magazine 
well worthy of careful study. 
Advertising Age informs, teaches, stimulates. 
That’s an excellent return for any 


agencyman’s time.” 


HAL DAVIS 


Hal Davis joined K&E in September, 1945, after three 


and one half years in the navy. Prior to his war service, he was a partner 


in Davis-Lieber. He was also publicity director of Columbia Recording Corporation 


and spent five years with Columbia Broadcasting System. 


Besides being vice president and promotion director of the agency, Mr. Davis 
is a member of the plans board and a director of the company. 


Hobbies are music and children. He has contributed articles on both 


subjects to leading publications and has produced record albums 


for the moppet trade. 


Refusing to move to fashionable Connecticut, Mr. Davis 


\ stubbornly commutes on the Long Island Railroad from 


Manhasset, where he lives with a beautiful wife 


and three “relatively” interesting children. 


_ wee e's jt". ary eee Og me <> heal 
Gite Were Ae Sh Se ie as ek eS 3, hs cee pe aR ae SBA oye ia ad eg Sa et te ea. de ae gs ee Wa ae aa =" 
Gangi cep ath Rag Sie Sn Se Reet ac ee ts Siac Io i aaa eae me bert cn Veg elle, © Sea TEE Datong) Py as i 2k w tS he Yay Hal A PA See MA gai NaN Sg te hey, LS NG ASM Fo io ii te ey 
sar MC SE aa aE ah. Meee RF TOR ATE es Si sale sites urate eae KERR Rea fea Pipa ee Se pee oe eke rece ee isis ey LN Senet at a Pie ARR Coa Ri Se gamma Ter 9. fc") Ake CR a ale OME 

a = a teal Se RA aae Rt pp ee DEE ae otis ie Ree tet sicker as ae a ects 0. Coe we meee fe wee ete pelea git icons Pe a oe hE os | ce Rego a aa BEN A nits ox DORR pane tose ato Poilepeeiate Meas ie. ki Ne ih Pemena SU iy Rs 8G on mega, we LC deny Alani eS OT 

ae mr Re te ne aa Me TE mn ee sn Sra RS aioe 0° rep attire Ts Men mae et A OEY Gs SS aa en te Eee ean, en eee oe ee Pan ae Sega 58 SA. ne ei 6,0 SSS Vac le eet de yan 

% cca ea & a meet Be Aes OEM erie) a: a REL Par a ee x co ghee OY Sg aaa Rigs a pie Tate idee Sy ve od pace woe 3 ees 22! aes yams < ay a ci a yd: 8S eee es ee aes a Me aS A eee, | ae acs a aa ee hy ie 

Se ot (st pe Bares pee oes a Sr eae a eee | $ Se eae ae as : e 4 © >A ae v5 Seaport. Ps end i hi b : iene Sie | ee eee es. 7 ee ae : Laiinpeer cae yt Beirt 2-55. SS SS BAe eo oe agit ante ro SRR Ea aa ie, 

rr aie oie: oa Bi ne < Pests iy ead ca : fe sie = bs eaet , + a = ee Fe ee es foi ed < Pe od te ae wae as ) Sete eon ee, se ee ee: eee ea é ue Mee, pach de 

enna ine crea ee Sa ah Saige pars Mad ‘ ‘ rie Wet ecg ae 5 a eas Slee i rae eae xd : Set Gay cn are ee Br Ee AOE are, Poewate : 7 : (eae oa tae a seats. 
ee ee ee ey Rea RE a or eee Te dg aR OP ae 8 ay eine cas ie ae Sols, : Mie: ee ee a Seen arty i a : i : ‘ i ase ie? oe 
amy | eae ' mn gk 2 . - a seer A nsieemneta 5 oat 'r EY ah Bea), See aa Pace MR ie = ener es, Maan Sat DS ge heme eae. ae aay : < . 3 i ary ee Ay on ena to PONG 
Bot pel See ; +s 5 ‘. 4 m : - ; 2 ek ag ad ; ne . ; te pate pe as CRG eee ‘ 
: i aa > é pepe 
i 
AER fs 
Sane . 
aD, 
i katt =, 
iS ; ee - aaa a 
ee eee 4 ~ ao ait x pee Pe hee ik a aia, SAE Ms 
alate oat wa eS ey ee * ree ee Set oe eS Sa ‘ Th 
Nie ; = i ; j ’ : é 7% wee ae . : . : 3 Gon ey 
7 : Ry pF BOE SE e eae? i ; tg ise Pee oro, a ’ o me ‘ yas 
nh aa : 3 ne ae yea < Se i . , " . : : : 
ag * sy ge, ee att F ee 3 4 x ; ag + ry 5 eS 2 ‘ al ae 
: 7 Pe kek ar ‘ fe i“ , «s ‘ * : ae E r = 
# 7 a eae 3 - j * Ree * ; e : ms. * L : 
7 7 sae: pa : - ‘ we 
Y . cas ee Stee Oe Pee Se as « gues J ; P iY 
ia ee, 3 . ad ig + Tose ” se" 
‘ RE hae Se Beek Py r; oe * Ses Sh 
fhe Sy yi ms a hes : ’ 2 eer aoe 
A Mig Pee 5 ee Oe Sig * % 2 eee ag : : 2 es ae 
SaOR Sec gm Bee , Ft m he : i. . . ee 
is Pg weer cs mer eee eee pews ; i - . * . . gh / 
ge ORR a eee Rte ee 4 =| gt Soe . ‘ 3 : at ‘ ~ - 
oe : : Seti Lee . : ee * ~% 
. he ¢ ¥ 3 2 2 v z ‘a s a mo soe. 
Je . « j : BS ae Na “ < . aoe 
es x ee . @ & é f 
‘Seay 2 r % ¥ os eae $ 
a ee ay S A ses * 7 
ie: NO Eee es. AA % : : Sor 
Ye rites ‘ } é F e 
eae Fe te “ ‘ : : ead ae 
ae é ‘ : + * . ‘ ar eis, 
ae Pe he ee if : ee yc i an 
ai Pap ee Pt ; ‘ a9 Pe pa 
: tae Ags i ane 
Eire 13 5 areas : ' . a Penpals: 
=e pieta Wed ‘ 3 : ae 
4 iG iy cee ‘ ae ii 
re a RES Ae : ce etc at 
aa SPs, Oe “aa € : Ke ‘ oe - “e 
eer ee Se ae re : ‘— ya? ae i aks) 
AB i Oe Sed ee oS ie : ; * ia 
maa esate. oe ee ; ‘ a AF a Seah | 
sie 2 ¢ ie ple sae. se ° y ‘ eS a Se a a 
ee 8S eee. eee es 3 ‘ Ds <t eis ; es 
ene vey $y Veen o. a . ’ aa ae a oe 
eee i ae ig, NS * ce / spa ae 
eee ee = Barts cng Xe ues . Sy gern ee 
a one MOS eS “ fiteg he eet 
‘mn ee ee aot at aioe; 
SEM ce Ye Par ane. 
ene ie eden 
ae ri i 
as eee 
Pres ke ae a 
mesg : 
siete * Wiha tia 
eae lel ie ae ie _ 
Shae cag . a2. Mees 
io i 7 ith a 
; 3 a © ee re " 
agen oe > oo 
es ee tN a s E ; . 
re a ~~" . Ms 
one oe * ree, : : 
ss, i As e, ee % 
eae ye Eat ; : 
; i hg be ee 
pe Bek. “a nee © “ sores 
| wou ie a . re 3 
oo ea aii i ts ‘ 
ne i wien f cl 
ye lela < “ % be é long 7 = 4 
ae i 3 a ne 2 din ial nis a 
A i? ee si . f x ; po bac isi fa pies 
3 . i ; as ~ tate 5 eee 
ie " 17 gees none id # F ie ee 
: 4 cA ‘ "ss 7 , oe 
Ec a tc re ce aa . ia 
12 ie re iat eS a mle 4 ‘ bia o 
a Diets oh Uk wrk gt 0 Cal a ee tog P ‘é 
7: Reece tert: e' a ae tee pis at 
i oe 2 es Sy Phir - , oe io ea Ue <a 
~~ -~ aly Lae 2 Si = . pt “ae 2p Wey i BS 
ee a dapat BERL ia tate das — : iat eg ie a 
cap ee ei ROS a, Ss # oe illinat  Re bare Sighs gees ako oe 
= ee oe Se - 
{ ee Saar rt ieee z AR will a , x i= —— : nae ape 
' “ag LEO) i Riba eeaatey Le pee ager P ae. a serait 
i Ee race REOY cn Meame heiege on Nc5 Gnas Ae 2 ke Se 
{ eer aught 7 So See : 4 ae ee. ee eee 
‘ i, Bi at =a i 7 ok c - as had ae e ete ere 5 “ Z : te 
al eee aise lie easiness ve a Sie ae ee ee hd ope, 
ia Seer RE Ae eee ee Gh ereto mans reg ae 
ie ee =e cane nah iam Niet. OL iar Bi hin Soa ein 3 
. "eg Mee MMR Mege a HG ne a eins cece eu weit mR “eh es 
ae oy eg eet EO SSeS oreicees se eet er vs ee Nee h a ie 
eee Jere Bae Sa 4 RR ene ea ings aca 
Bare Z = ate a Eile © Br ea aide 2 a ea ep ieee cae et Pe 0 ret a 
aes Pr ne see eee Dea coe arena. Rey, Ro Sear 
ae ee eee. \ ysis Re Pagal a eet eke. Sone be 
i a ie OES, ane 2 iS ees ero cen eae cs Sie 
ayaa: ee aoe : «Sit meets : ie ad Pope 
ieee ers. Ge See a meas ‘ eae a sae ae gee 
Nios Pee Sameer Rce cee ek Srey iad Jie. ites ee ee 
ee a oe eit. ie a ee 
lei eee rela ae ks eee pie oe Ber ne) 
en Resa aes ear Rar eh ee sa ga es te coy Ps 
es aegis rm Bes ae Eee ees 
og ey. Be? sce ey es ns ae ar 
om eee een are 
eas: \ a. eens is SiGe ee 
Be! ot Re i ers ase ite ae a 
Bee shee ais <9 Fay gee etal tas eee ee 
ee \ Tag ce ae Oph ry, ea bei 
nat ee ie eee x ve peer: 
& Po Bree Se ao Se “ . 
ie eee ns Ren SME Wea yee ie 
es . ete Re fy E an a 
Gay ee ae i hee es 
wide pee Neen sere coy 
SO, cea eee aes ee 
ieee 2 en ate 
ce Pe aa es yes 
eS * | es ‘i 
: ‘ Soot 
i he 
ae Gs: are 
aly aa A 

, ea ag 
Pie TH trie ae 

t wk Mabe Seen 

. ee ea! 
. a 

~ hat am 

D oe i ey es 
suies nee oy 

a te i eerie 
an ee ‘ ; ° 

eo i sia oe 9 \\ 

- pe foe % Bede i A 
pat eh a: ; ' ee 
as i " fd 
ey -~ \ 

O Soe —Se. OF : a 
eae ee | \ | 
eee eee. st \ Sis 
es a oa © fost 
os e We ee at 
Behe — eee 

— pusim a 5 

. were” .-- sNew | eC Pe . 

ae Ba SS NAEA Unver eons ae 
> oe os en 

- f oF oa wear? w= LP eee 
: ——_ won ee ad Sales Seer Bs 2 
iene * wo Oe —— A ww — aac 

1 é 4 5 —_— ° ae: 
eee 4 6 ene Sse Se Se ore Mae ates 

toe i ver x ose ee . ; 
1e “a —— ey eo. Sse saa 
c a wi ee er cere Lt ae 
: ; ete me eee \ 
f, et ss * ae ®, = —_— oe anes ¢ * 
oe ; feo tot Se Fs eee ane he | 
) eet ‘ a Sees com orrvo ete —s ; 
Za -” — — =a ae —— eee ; 
' ‘ ; Er ~ po ie 0 ee os 
fe: 3 —— ae re eee ero Se sr 
a e o! Case Pe og tog So oS ee 
ee) ee ee ~, $ oe oan ee -t.-< n- 
oa % Sows sass > Sa Sores = Tose we 
s ; : seta sees re at Sos ee oe See eS 

an ” ; See Cee Se es SS SS 

- i we Bsen, CESS On nse ee. BS ; 

he So Sets TSS - ene pee 4 

— oo Basse naog Se 
: —e = ene ero 
o or 4 = et ss ‘ 
“ ae. ? ss Fst Fee pad Om Pigg 
re * ' Sa We meee oO, =! 
Tye ee ; Pe 
ase vee 
Ly z Ss! Spee J :% 
, ‘cual Ft are Ye 
rf 7 ‘ae = FE OS ae E 

1s : at ge , 

nd Ae mde i | 

‘sf me | ee. 200 £ " a) 

ane 3 et Ilinols Str Chi WW ee my 
Bee ce oO oe ast Iilinols Street * cage 11, itl. ee. 
i vasa 4 : : ee 
on, : : a 
Pp ee ; tae 
Ghee ee Sa oe ty, ie ee ae ee akin SER toute aie sy RE aed 352 Mad ae SPT ere ee oe Beha pio ee ee Sate Se es eras ; eS oe ae a rag pee Lane eas oe f Be EE NS sc gil ¥ J ets Bak aed prcanes Sir eeymar RES Ys 
pi Preed sw a i : ; md aie 0 ee x eX , Spe Mee. Pe hig aor naa eae See or SAE wide pit Pek ID ae es, ~ J ete LANA se Oo Ry te Ware a ¢ Here ine ee a ey 2 aS j re ing 4 A ; gl aD Bek ‘ < ie 2 ¥ 
. aie ee ae ' FEI hum oe eee ee in Bat S nl ; TEI Hess yo SR ve ets Che, Wea see OT gs hes a: fo ta 3 ic ies Ree ats hee Nas PS” oh De el Packs Ae Be ee SF as cae a a Sia ad Se A he: oe ae gt Sat fo Wea Pe AoW Sie ok aay ye ee oe wee a eo Saar aaa 
, ie 6 i z \ ¥ | eg ist an Boden a fy * j 7 <s y ves aak.6" % * i " é - 5 eal * har 4° 2 St _ 4, ee > Tht. on &é aa ar se oy as hs. = eee bee * 
re ob Lie eae ee gs ee : et hee sore ears ne sod oe ESAs Me Cae ae ee RA ee Pa pa tte he Ree i as NM rig eae See tr fee Re ee ee ee Se - actor: : 2 fe i Ci A ET 
> ‘? ys - 4 (& “ 7. ae alee er eae hae” Aig (eee oe ‘f Geely ae we PT ch Pe ees pee eae Spt ay a eee } mAeY Tk, ta fain aes eiow * oie eB ca A Pe 
5 Fe oe ai 5 e a : > 4 , te 7¥ Be Tee go zoe fi + ¢ Sede a Be eo 


Look for the spark of genius in the eye. 
Look for the head in the clouds. 


Look for the mind that clicks with fresh new 
advertising ideas. 


BUT—if you want really great advertising 
that will sell a whale of a lot of goods and 
services, make sure that all this creative 
equipment is supported by a pair of big feet 
... firmly planted on the ground. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Los Angeles Hollywood Montreal Toronto Mexico City London 
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